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Rough Proofs 


William Allen White says that the 
greatest satisfaction a man can have 
is to be his own particular kind of a 
damned fool. 

,* F F 


Most everybody is at least one 
kind of damned fool, but the boys 
who get in trouble are those who in- 
sist on being several kinds at the 
same time. 

vv¥seeg? 


Newspaper sessions at the Palmer 
House in Chicago this week were 
presided over by Mr. Joy, while a 
hospital meeting next door was chair- 
maned by Mr. Jolly. A pleasant-time 
was had by all. 

vey 


Newspaper meetings are always 
exciting, but it is asserted that hav- 
ing a hospital session next to that of 
the Inland Daily Press Association 
was entirely without significance. 
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Reno, they say, now claims to be 
an important factor in the dairy in- 
dustry. That’s where the cream of 
the country goes to get separated. 


= + 


A whisky advertiser suggests the 
use of a new sign language in pur- 
chasing spiritus frumenti, indicating 
by the “here to here” symbol that 
there’s nothing doing above the eye- 
brows. 
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The wool industry is now marshal- 
ing its forces for a cooperative ad- 
vertising campaign. All trade groups 
seem to be represented except the 
wool gatherers. 
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“Gust opens Eastern office,” blus- 
teringly announces an advertising 
contemporary, but that’s nothing to 
what Gale is doing in Chicago. 
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“How many cigarettes can a dow- 
ager smoke?” asks The American 
Weekly. 

The capacity of some of them is 
reported to be practically unlimited. 
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Junior Leaguers may no longer 
sign their advertising testimonials 
with that identification. This re- 
striction, however, is not expected to 
hamper the Dionne quintuplets. 


a 


P. Hal Sims, the well known con- 
tract expert, has now been exposed 
as a pinochle shark. As a result Eli 
Culbertson will probably insist that 
in their world’s series bridge tour- 
nament Mr. Sims be restricted to 
ene deck. 
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The aim of the makers of Baby 
Ruth and Butterfinger candy bars is 
to lift candy purchases out of the 
impulse class. But wouldn’t it be 
easier to persuade more people to 
obey that impulse? 
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The beautiful Sanitone girl came 
to life at the cleaners’ convention in 
‘Detroit, amid the enthusiastic ac- 
claim of the assembled tradesmen. 
Thus simply is the problem of mer- 
chandising a national advertising 
campaign solved. 
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It was all right to do it, said the 
Supreme Court, but mind you, don’t 
let it happen again. 

Copy Cus. 


Votes to Abolish Rate Differential 


AGENCY CREDIT 
UNDER SCRUTINY 
IN TWIN CITIES 


New Radio-Newspaper Group 
Is Organized 


Minneapolis, Minn., Feb. 21.— 
Newspapers and radio stations of 
the Twin Cities have joined hands 
to pass on recognition of advertis- 
ing agencies in this territory and to 
exchange credit information. The 
objective is said to be to prevent 
“one-account” agencies from spring- 
ing into existence to “service” ac- 
counts which have been placed 
direct. Nine such agencies are re- 
ported to have been denied recog- 
nition. 

The new organization, known as 
the Association of Twin City News- 
papers and Broadcasting Stations, 
succeeds the Twin City Broadcast- 
ers’ Association, which was made up 
of radio stations exclusively. Para- 
graph 4 of the code of standards de- 
veloped by the Broadcasters’ Asso- 
ciation provided that “no agency 
commissions will be paid on accounts 
which the station has developed and 
where the station salesman has se- 
cured the order and schedule prior 
to receiving an agency order.” 

The chairman of the Association 
of Twin City Newspapers and Broad- 
casting Stations is James A. Cole, 
national advertising manager of the 
Minneapolis Tribune. Other newspa- 
per members are the Minneapolis 
Journal, St. Paul Dispatch and Pio- 
neer Press, Minneapolis Star and St. 
Paul Daily News. Radio members 
are Stations WCCO, KSTP, WTCN 
and WDGY. Two of these are news- 
paper-owned. 

Stations WEBC, Duluth, Minn., 
and WDAY, Fargo, N. Dak., which 
were contained in the membership 
roster of the original Twin Cities 
Broadcasters’ Association, apparently 
will not participate under the new 
arrangement. 


Efforts Are Merged 


Prior to formation of the Twin 
City Broadcasters’ Association, each 
individual radio station had under- 
taken the recognition of advertising 
agencies, considerable duplicate ef- 
fort being the result. The _ broad- 
casters developed four standards 
which they required advertising 
agencies to meet. Some of the agen- 
cies took the position that such an 
organization had no right to extend 
“recognition” and at least one can- 
celed its contract with a _ station 
which was a member of the Twin 
City Broadcasters’ Association. Since 
all radio stations were members, 
this agency was unable to place the 
business on any Twin City broadcast 
and at last accounts the agency was 
said to be attempting to clear the 
business through another organiza- 
tion. 

The code adopted by the Twin City 
Broadcasters’ Association reads as 
follows: 

1. Financial stability: The agency 
must furnish evidence of its finan- 
cial stability. It must have resources 
adequate to its needs and have busi- 
ness practices that are sound. 

2. Demonstrated ability: The prin- 

(Continued on Page 5) 


CAMERAMAN SNAPS INLAND PRESS CHIEFS 


Linwood I. Noyes (left) new president of Inland Daily Press Associa- 


tion, shown with Verne E. 
sensational 


oy, retiring president, at the close of 
hicago convention. 


Pick Winning 
Packages from 
6,200 Entries 


New York, Feb. 21.—That business 
is better and manufacturers are im- 
proving their packages to make it 
still more active was indicated in 
the 1934 All-America Package Com- 
petition conducted by Modern Pack- 
aging, awards of which were an- 
nounced this week. 

The improvement was refiected in 
a 20 per cent increase in the number 
of packages entered. In 1933, the 
competition attracted 5,000 entries. 
This year, the event drew 6,200 en- 
tries from 1,258 firms. The 12 classi- 
fications in the 1933 competition were 
expanded to 17 this year. 


System of Scoring 


The seven judges made individual 
selections, giving five points to the 
first prize in each group, three to 
the second and one to the third. By 
adding the ratings of the seven 
judges, the winners were determined. 

The judges were William M. Bris- 


tol, Jr., vice-president of Bristol- 
Myers Company, and George Webber, 
director of package development, 
Standard Brands, Inc., representing 
production and manufacture; Kath- 
erine Fisher, Good Housekeeping In- 
stitute, representing the consumer 
viewpoint; I. Willard Crull, vice- 
president, Campana Sales Company, 
representing the merchandiser; Wil- 
liam O. Riordan, president, Stern 
Brothers, New York, representing the 
retailer; Lockwood M. Pirie, Carson 
Pirie Scott & Co., Chicago, the 
wholesaler; and Vaughn Flannery, 
vice-president and art director, Young 
& Rubicam, Inc., the view of adver- 
tising and design. 

In the display group, the weight 
of six brass faucets complicated the 
problem of using a cardboard dis- 
player. In the carton group, an in- 
genious package for the Greiner 
fever thermometer so well protects 
the product that it may be thrown 
to the ceiling and allowed to crash 
to the floor without injury to the 
delicate instrument. 

A shipping container for beer was 
developed of corrugated board which 
could be disposed of, instead of being 


(Continued on Page 6) 


Last Minute News Flashes 


A. N. A. Picks May 5-8 for Semi-Annual Meeting 


New York, Feb. 21.—The 26th semi-annual convention of the Associa- 
tion of National Advertisers will be held May 5-8 at the Greenbrier, White 
Sulphur Springs, W. Va. Harold Thomas, vice-president, Centaur Com- 
pany, New York, is chairman of the program committee. ~ ' 


Pennsylvania Railroads in Joint Campaign 
Philadelphia, Pa., Feb. 21.—Al Paul Lefton Company is placing a cam- 
paign in 150 Pennsylvania newspapers in behalf of Associated Railroads 
of the state. Radio will also be used to combat proposed adverse legis- 


lation. 


Chicago Agencies Plan Round Tables 
Chicago, Feb. 21.—Members of the Chicago Association of Advertising 
Agencies will launch a new deal in their field with a series of intimate 
round table discussions of their problems. Space buyers will inaugurate 


the series. 


President Roosevelt Makes Camel Copy 


New York, Feb. 21.—A photograph of President Roosevelt in the current 
issue of Time reveals a newly-opened pack of Camel cigarettes on the 


President’s desk. 


INLAND PRESS 
ADVOCATES ONE 
CHARGE TO ALL 


Offers New Answer to Local- 
National Riddle 


Chicago, Feb. 21.—The differential 
between local and national advertis- 
ing rates, long an issue between na- 
tional advertisers and newspaper 
publishers, was wiped out, at least in 
theory, by the Inland Daily Press 
Association yesterday with adoption 
of a resolution recommending aboli- 
tion of the differential and applica- 
tion of a single rate for every classi- 
fication on their rate cards. 

While proponents of the resolu- 
tion, which was pushed through only 
after prolonged and at times turbu- 
lent discussion, recognized the fact 
that the effect will be more moral 
than actual for the present, they as- 
serted that this common-sense golu- 
tion of the problem must appeal to 
every newspaper publisher in the 
country. 

The proposed plan is to equalize 
rates by lifting the local rate to 
that of the national. It is asserted 
that publishers have failed to take 
into, account the fact that handling 
retail advertising entails almost as 
much expense as national advertis- 
ing. Lower selling costs are usually 
offset by more type-setting, rush or- 
ders, etc. 

The Inland Daily Press Associa- 
tion is comprised of 265 newspapers 
in 20 states. Only a few of these 
dailies, however, are in the metro- 
politan class. 


Sees Higher Billing 


The space buyer for a large adver- 
tising agency who was present at the 
Inland Daily Press meeting said 
agency newspaper billing would be 
almost doubled if the resolution 
were made effective in all papers. It 
would no longer be necessary to 
“sneak in the back door,” as he put 
it. He believed all national adver- 
tisers would welcome the change, 
which would largely. eliminate “al- 
lowances,” and give the manufac- 
turer direct supervision of his expen- 
ditures. 

Discussion of advertising. prob- 
lems of pressing interest to publish- 
ers featured the convention, which 
marked the 50th year of the associ- 
ation. ‘ 

Close to 80 per cent of the asso- 
ciation’s membership was .repre- 
sented at the convention. More than 
200 publishers and others registered. 
At the Golden Anniversary banquet 
Tuesday night, over 400 were pres- 
ent. 

Linwood I. Noyes, publisher of the 


Directory of Fea tures 


Editorials 
Getting Personal 
Information for Advertisers .10 
Photographic Review of the 
Week 
Rough Proofs 
Voice of the Advertiser...10 
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Ironwood, Mich., Globe, was elected 
president of the association yester- 
day. Mr. Noyes had served as vice- 
president. 

Verne E. Joy, publisher of the Cen- 
tralia, Ill., Evening Sentinel, the re- 
tiring president of the association, 
was elected chairman of Inland’s 
board of directors. The association 
chose J. S. Gray, publisher, Monroe, 
Mich., News, as first vice-president. 

Mr. Noyes becomes the Inland rep- 
resentative on the code authority of 
the daily newspaper publishing in- 
dustry, succeeding Mr. Joy. 

The association passed a resolu- 
tion vigorously attacking proposals 
to include grade labeling require- 
ments in pending revision of the Fed- 
eral Food and Drug Act. 


Hanson on Code 


In making the report of the resolu- 
tions committee, L. A. Weil, edi- 
tor of the Port Huron, Mich., 
Times-Herald, committee chairman, 
stated that while the committee did 
not wish to present a resolution on 
the subject, it urged members to com- 
bat publication of income tax re- 
turns. 

Elisha Hanson, counsel of the 
American Newspaper Publishers As- 
sociation, and of the code authority 
of the daily newspaper publishing 
business, addressed the Inland pub- 
lishers at a luncheon Tuesday on 


“The Publishers, the Code, and the 
Government.” 

Mr. Hanson pictured the battle 
which was successfully waged by the 
A. N. P. A. to insert provisions in 
the daily newspaper code to insure 
a press free from governmental re- 
straint. He then launched upon a 
review of proposed legislation affect- 
ing newspaper publishers. 

“Dr. Tugwell put in a bill which 
would have destroyed a great deal 
of food, drug, and cosmetic advertis- 
ing,’ Mr. Hanson declared. “The 
theory was that the government de- 
sired to prohibit false and fraudulent 
advertising.” 

“In modified form, the Tugwell 
bill is back again, but the right of 
appeal for a court review is now in 
the bill,” he said. 

The current proposal for a 30-hour 
work week, with no decrease in the 
weekly wages, would increase the 
cost of newspaper production, in la- 
bor cost alone, by 50 per cent, Mr. 
Hanson said. 


Will Rogers Calls 

The dinner celebrating the 50th 
anniversary of the association was 
held in the grand ballroom of the 
Palmer House. President Joy was 
toastmaster. Entertainment was pro- 
vided by the Chicago Tribune, and 
included stage, movie and radio 
stars, headed by none other than 


“Whereas the Inland Daily 


tising space. 


TEXT OF INLAND PRESS RESOLUTION 


newspaper organization and its actions cannot bind its members, 
it is recommended that the following resolution be passed to the 
various state newspaper organizations for consideration. 
“Resolved, by the members of the Inland Daily Press Associa- 
tion, as recommended by the committee on retail-generalt advertis- 
ing rates, that it is desirable to establish one rate card for all adver- 


“Resolved, further, that in as much as it is recognized that it 
would be difficult for all newspapers to make this change immedi- 
ately, it is recommended that it be brought about gradually and 
that progressive changes be made in advertising rates until the ulti- 
mate one-rate card system can be adopted. 

“Be it further resolved, that in order to serve the best inter- 
ests of all concerned, a system of business classifications be estab- 
lished in which retail and general rates are identical.” 


Press Association is a regional 


Will Rogers himself. He made a late 
and unexpected appearance, and in- 
dulged in some characteristic kid- 
ding of President Roosevelt, Vice- 
President Garner, the Supreme Court 
and other dignitaries. 

William Allen White, editor and 
publisher of the Emporia Gazette, 
spoke on “Fifty Years of It,” review- 
ing his half century in the news- 
paper business, and telling the story 
of how his famous editorial, “What’s 
the Matter with Kansas?” came to 
be written. As a result he was of- 
fered a political job by Mark Han- 


na, who used it successfully in the 
1896 campaign, but he declined. Mr. 
White said that he thought no news- 
paper man should hold office or run 
for one. 

George W. Purcell, of the Bloom- 
ington, Ind., World, recounted inter- 
esting details of the fifty years’ his- 
tory of the association, recalling 
much newspaper history in telling 
of the early days of the work of the 
organization. 

A free press is the last defense of 
American liberty today, Col. Guy T. 
Viskniskki, Spokane, Wash., noted 
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WASHINGTON CROSSES THE DELAWARE AGAIN 


HE other night George and I went for a ride. 


He talked, of course, about crossing rivers. You 


know he has two big ones to his credit—the 


Delaware and the Styx. 


He was quite cocky about his 


accomplishments so I decided to show him a real river cross- 


ing—took him over the Philadelphia-Camden Bridge, with 


its six traffic lanes, and pointed out that twenty-seven thou- 


sand cars pass over it every day. 


impressed. 


On the whole he was quite 


“To think, he exclaimed, “they build monuments to 


me for getting 2400 men across! And say, speaking of monu- 


ments, what is that structure sticking up right in the middle 


of the bridge?” 


“Oh, that isn’t the middle of the bridge,” I explained, 


“Gt is built head-on to make you think so. It’s a new space 


development for advertising purposes.” 


“By Jupiter!” bellowed the old man. “Up until now 


I thought you fellows had me beaten a mile! But it takes 


an old strategist like me to see the full value of a sign like 


that. Why, back in’76 I had to “put across’ my ‘campaign’ 


from a row boat—but with publicity like that I could have 
sold the idea of America to all the King’s Horses and all the 
King’s Men—even George III himself. 


“Our commercial leaders,” I replied, “aren't as slow as 
you think. The fact is, they also fully realize the strategic 
value of that sign in their ‘campaign, ” 


“T hat’s easy enough to understand,” rumbled the old 
General, “as a matter of fact, it is the center of interest for 


blocks away. By the way, who, may I inquire, controls that 


location?” 


To which I replied, “The R. C. Maxwell Company, 
Trenton, N. J., of course,” and I was just going to tell him 
that anyone who got hold of that location would be landing 
the best bargain since he crossed in?76 when the alarm clock 


shattered my dream and sent George scurrying back across 


the Styx. 


But, believe me, it’s no dream about that illuminated 
Maxwell display. It’s a fact which deserves your investi- 


Tetum O. Rattic 


gation. 


newspaper consultant, declared at 
the luncheon meeting Wednesday. 

The pressing need of the country 
today is a press as free in a spiritual 
sense as in a legal sense, presenting 
pure and undefiled news and vigor- 
ous editorial comment on current 
problems, the speaker asserted. Col. 
Viskniskki organized and directed 
the “Stars and Stripes,” A. E. F. 
weekly during the World War, and 
formerly was an executive of the 
Hearst organization. 

The speaker cited several publish- 
ers as outstanding examples of news- 
paper men who have taken unpopu- 
lar positions in the past year in re- 
gard to local or national crises, des- 
pite risks to circulation and personal 
standing. 

He paid tribute to Col. R. R. Me- 
Cormick, Chicago Tribune; Col. 
Frank Knox, Chicago Daily News; 
Harry Chandler, Los Angeles Times; 
Warren C. Fairbanks, Indianapolis 
News; E. D. Stehr, Detroit Free 
Press, and William Randolph Hearst. 
Col. Viskniskki also praised U. S. 
Senator Carter Glass, a newspaper- 
man as well as a senator. 


Back to “News Digging” 


To fulfill their public duties, news- 
paper men must scorn “handouts 
from every bureau in Washington, 
the state legislatures, and city halls,” 
and “get back to the principle of dig- 
ging for news,” Col. Viskniskki de- 
clared. 

The newspaper of the future will 
be more localized and less standard- 
ized than the newspaper of today, 
Dr. Harry F. Harrington, director of 
the Medill School of Journalism, 
Northwestern University, predicted 
in a talk on “Tomorrow’s Newspa- 
pers,” at the Wednesday luncheon. 

Most newspaper pictures will be 
in color, he believes, in the future. 
He also foresaw more effort for an 
interpretive summary of the week’s 
world and domestic news. 

James Todd, publisher, Moberly, 
Mo., Monitor-Index, was elected vice- 
chairman of Inland’s board of direc- 
tors, and George W. Purcell, pub- 
lisher of the Bloomington, Ind., 
Evening Herald, was elected secre- 
tary of the board. John L. Meyer, 
Madison, Wis., was re-elected secre- 
tary and treasurer of the association. 

R. R. O’Brien, Council Bluffs, Ia., 
Nonpareil, was elected to the board 
of directors. Re-elected were F. E. 
Milligan, Fort Scott, Kans., Tribune- 
Monitor, and John Huston, Ottumwa, 
Ia., Courier. Other Inland directors 
are: Mr. Purcell and Mr. Todd; 
H. S. Davies, Minot, N. D., News and 
Optic-Reporter; H. L. Davis, Apple- 
ton, Wis., Post-Crescent; A. O. Lind- 
say, Quincy, Ill., Herald-Whig. 

Elected as state vice-presidents 
were: A. G. Hill, Ft. Collins, Colo., 
Express-Courier; E. F. McDermott, 
Idaho Falls, Idaho, Post-Register; 
A. W. Shipton, Springfield, Ill., State 
Journal; Walter S. Chambers, New 
Castle, Ind., Courier Times; A. M. 
Clapp, Clinton, Ia., Herald; 

W. A. Bailey, Kansas City, Kans., 
Kansan; Elliott C. Mitchell, Paducah, 
Ky., Sun-Democrat; Stuart H. Perry, 
Adrian, Mich., Telegram; H. Z. 
Mitchell, Bemidji, Minn., Pioneer; 

(Continued on Page 26) 


169,202 LIVE IN NEW YORK 
AND PENNSYLVANIA 


We mean 169,202 readers of 
National Sportsman and Hunt- 
ing & Fishing. That’s more 
readers than any other outdoor 
magazine has in the whole 
country. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


108 Mass. Ave. Boston, Mass. 
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February 23, 1935 . ADVERTISING AGE 


THE VOICE OF 
EXPERIENCE 


Crear. pleasing and persuasive, the voice of 


each of these stations is surely the Voice of Experience. 


Alert, successful broadcasters, their experience has 
taught them the importance of knowing who and where 


their audience is and how to please it—how to sell it. 


Experienced, successful advertisers know these 
stations—know from their own experience that they 


are the pullers, the producers, in their markets. 


The advertising Voice of Experience calls for these 
stations on Spot Broadcasting schedules destined for 


the greatest success. 


_ sae PTET Ey NBC 
WFBR...... Baltimore ........... NBC 
WBRC...... Birmingham ......... CBS 
Fae: .... eel. ide .CBS 
*WNAC..... pe eT TS ae tt ee CBS 
WICC... | erro t an CBS 
New Haven 
WEEN ..... SE «in 6 4.5.6.4 9k ae NBC 
WGAR..... ROC NBC 
WFAA..... BEI oe: cace'eo-icn eee NBC 
WBAP...... Fort Worth........... NBC 
a Ss bab andnn cae CBS 
ee SE os oo. o xe oe cava NBC 
Se Hot Springs .......... NBC 
AS SNE ck Keb k's we ban NBC 
WFBM...... Indianapolis .......... CBS 
WDAF..... Kansas City........... NBC 
ES Los Angeles .......... NBC 
*KECA...... Los Angeles .......... NBC 
WHAS...... ee ee CBS 
WLLH..... RA 6 sisi oor YN 
WIOD...... NE iN eS cewveuncen NBC 
WTMJ...... Milwaukee ........... NBC 
WSM....... D6. 0a cee NBC 
WSMB...... New Orleans.......... NBC 
WMCA 2} ee ABS 
WTAR...... ee NBC 
*KGW...... pO ae NBC 
ae UE re .NBC 
WEAN..... Providence ........... CBS 
er Seer .NBC 
aes Salt Lake City ........ CBS 
WOAI...... San Antonio.......... NBC 
*KOMO..... Se ccusadereewe NBC 
ae. Rees: csi cece NBC 
ee Shreveport .......... NBC 
“RIO. .....- pO, eee Ps NBC 
0 a Bookame. i... 6s vveives NBC 
WMAS Springfield.......... CBS 


ALSO 
THE YANKEE NETWORK 


THE TEXAS QUALITY GROUP 
THE NORTHWEST TRIANGLE 
*Indicates stations located in same city under 


same management. 


Represented throughout the United States by 


EDWARD PETRY & COMPANY 


INCORPORATED 
NEW YORE ° DETROIT 
CHICAGO + SAN FRANCISCO 
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February 23, 1935 


$75 AIR UNIT 
DEVELOPED BY 
CHRYSLER, JR. 


Motor Magnate’s Son Sees 
Big Year Ahead 


(Picture on Page 22) 


Detroit, Mich., Feb. 21.—Predict- 
ing that 1935 would be “the greatest 
year in the history of air condition- 
ing,” Walter P. Chrysler, Jr., presi- 
dent of Airtemp, Inc., sales organiza- 
tion for the air conditioning products 
of Chrysler Motors, arrived here last 
week to celebrate the first annual 
convention of his organization and 
discuss the company’s advertising 
plans for the year. 

The convention opened on Thurs- 
day, last week, just eleven years 
after Walter P. Chrysler, Sr., held 
his first convention of distributors 
for the original Chrysler car. 

“The air conditioning industry is 
in a process of progress and devel- 
opment as the automobile and radio 
industries were a few years ago,” 
young Mr. Chrysler asserted. “The 
trend in air conditioning is toward 
standardization and mass _ produc- 
tion.” 


Offer New Low Price 


Accordingly, the company will 
herald a new low price field in the 
air conditioning industry with the 
introduction of a room type unit, 
now in production by Chrysler Mo- 
tors, to sell at $75. A complete 
line, from this compact unit to spe- 
cial systems for large hotels and 
commercial establishments will be 
manufactured for Airtemp, Inc., and 
will be backed by an intensive mag- 
azine, newspaper and trade publica- 
tion campaign. 

Initial advertising efforts, accord- 
ing to J. Stirling Getchell, Inc., 
agency in charge, will consist of a 
newspaper drive to be launched 
shortly in metropolitan centers. As 
distribution is built up the campaign 
will be broadened until national cov- 
erage is achieved. At a later date 
magazines and trade papers will be 
added. 

Initial copy, largely institutional 
in nature, will aim definitely to es- 
tablish an association in the public 
mind between Airtemp, Inc., and the 
engineering facilities of Chrysler Mo- 
tors. Later the copy will feature 
individual units and their special 
adaptation to particular needs. 


Works All Year 


The new low price unit is said 
to perform all functions of air con- 
ditioning in both summer and winter 
when connected to a central refrig- 
eration and heating source. It is 
expected to open a vast new field 
for air conditioning and effect great 
savings, particularly in cases of 
large installations in hospitals, ho- 
tels, office buildings and private 
homes where scores of rooms are 
to be air conditioned from a central 
plant. 

A new self-contained unit to sell 
at $385, which needs only electrical 
and plumbing connections to oper- 
ate, was also announced. It is said 
to be the lowest price ever placed 
on an air conditioning product of 
this capacity. 

To bring air conditioning within 
the reach of millions, the time pay- 
ment plans that have proved so suc- 
cessful in the merchandising of au- 
tomobiles have been made available 
to purchasers of Airtemp equipment. 

“The new industry can learn much 
from the automobile business,” Mr. 
Chrysler said at the closing banquet 
Friday at the Statler Hotel. ‘“Peo- 
ple want to be comfortable in both 
summer and winter—and if you can 
offer them comfort at a price they 
can afford to pay, they will buy.” 


J. R. Catlett Dies 


J. R. Catlett, 61 years old, editor 
and publisher of the Twice-A-Week 
Leader, Princeton, Ky., died at his 
home there this week of a heart at- 
tack. 


M. A. S. A. Elects 


W. H. Fisher, Will H. Fisher, Inc., 
has been elected president of Mail 
Advertising Service of Milwaukee. 
John Hoffmann, Hoffmann Letter Ser- 
vice, is vice-president; Joseph Ott, 
Joe Ott Advertising & Letter Service, 
Inc., secretary-treasurer. New di- 
rectors are Jane F. MacCarthy, Elias 
Roos, and Herman H. Gerlach. 


Yamanaka Names Reese 


Thomas H. Reese & Co., Inc., New 
York, has been appointed to handle 
the advertising account of Yamanaka 
& Co., Inc., Fifth Avenue, New York, 
with headquarters in Osaka, Japan, 
and branches here and abroad. A 
campaign in metropolitan newspa- 
pers and class magazines on Chinese 
antiques and oriental works of art 
is being released. 


Lester Beall 
Gets Award of 
Chicago Group 


(Picture on Page 19) 

Chicago, Feb. 21.—Lester Beall, de- 
signer, was announced this week as 
the winner of first place in the cur- 
rent exhibition of the Chicago So- 
ciety of Typographic Arts. 

Examples of craftsmanship were 
entered by 37 individuals and firms. 
Some of the material displayed is 
being shown for the first time in 
original drawing or model. Prac- 
tically all of the work shown was 
designed for advertising purposes. 

Second place was awarded to 


James Mangan, advertising and gen- 
eral sales promotion manager of 
Mills Novelty Company, Chicago. 
Third place was won by Harry F. 
Farrell, designer of packages and 
products, and honorable mention was 
given to Dale Nichols, artist, de- 
signer of booklets, and illustrator of 
advertisements. 

Mr. Beall’s entry consisted largely 
of booklet covers, and illustrations 
for business publication advertise- 
ments. Much of the work was exe- 
cuted for the Chicago Tribune, in- 
cluding the cover for a booklet en- 
titled “Square Peg & Round Hole.” 

Leaflets, booklets and photographic 
studies were included in Mr. Man- 
gan’s showing. Mr. Farrell’s exhibit 
was of can labels, bottle labels and 
cartons made for leading manufac- 
turers, including O-Cedar Corpora- 


tion, Chicago, maker of O-Cedar 
waxes and other products. 

Dale Nichols’ exhibit of booklets 
and magazine covers included a book- 
let, “Household Enemy Number 1,” 
written by Frazier Hunt, noted news- 
paperman, for The Hoover Company, 
North Canton, O., maker of the 
Hoover electric vacuum cleaner. The 
booklet, illustrated by Mr. Nichols, 
describes the ravages of moths. 

The closing date of the Society’s 
exhibition, being held at Marshall 
Field & Co., has been extended from 
Feb. 15 to March 1. 


Smith with W9XBY 


Earl Smith, formerly editor of the 
Kansas City, Mo., Journal-Post, has 
joined the staff of high fidelity sta- 
tion W9XBY as news commentator. 


Ink Spots Sell MORE Goods 


if they are Spots of.. 


COMPARE ... the great difference in Attention Value in the two 
newspaper advertisements, as shown below, when extra COLOR is 
added in the regular black-and-white pages of a newspaper. 


A GOOD adver- 
tisement, in news- 
papers that do not 
print 
comes 
STANDING when 


the Shock Factor 
of Extra COLOR 


is added. 
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One Touch of COLOR Dominates the 


Entire Page 


The Los Angeles 


Francisco Examiner, 
Post-Intelligencer offer to advertisers 
COLOR in their regular black-and-white 
pages in page or less-than-page units 
. .- COLOR that gives greater visibility, 


Examiner, the San 
and the Seattle 


better presentation of product, unques- 


tioned dominance. 


LOS 


COLOR on the COAST, in the great 


ANGELES 


EXAMINER 


COLOR is the surest path to the three 
great Pacific Coast Markets that are 
now enjoying so much better business 
due to 12 Billion dollars brought into the 
territory through Boulder Dam, Bay 
Bridge, and similar projects. 


Basic Papers, last year accounted for 
many outstanding sales successes. . . 


As proof of its effectiveness, 74 national 
advertisers used EIGHTY-FIVE PER- 
CENT MORE COLOR during 1934 than 


in the preceding year ... and the list 


grows daily. 


SAN FRANCISCO 


EXAMINER 
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ADVERTISING AGE 


GARBLED NAMES 
IRK CANADIANS 


Toronto, Canada, Feb. 21.—Cana- 
dian consumer touchiness concern- 
ing products which are not of Cana- 
dian manufacture is well known. An 
advertising phase of the matter 
which has reached the status of let- 
ters-to-the-editor, is the misspelling 
of Canadian place names in adver- 
tisements appearing in Canadian 
publications and received in plate 
form from U. S. agencies. 

There has recently been a minor 
epidemic of this with consequent 


public attention to it. Leading typo- 
graphical pitfalls include Saskatch- 
ewan, Winnipeg and Edmonton; St. 
Catharines and St. Catherine Street, 
Montreal, as well as confusion of the 
Dames of cities and provinces. 


Divver’s New Work 


Paul Divver, for the past year on 
the staff of Emerson J. Poag, direc- 
tor of merchandising and advertising 
of Dodge Bros. Corporation, has been 
named Philadelphia city manager of 
the Philadelphia region of the Dodge 
sales organization. 


Renault Joins C-E 


D. S. Renault, formerly with P. P. 
Willis Corporation, Chicago, has 
joined Campbell-Ewald Company, De- 
troit, as director of Cadillac and La 
Salle publicity. 


Rules on Copy 


The Wisconsin attorney - general 
has ruled that advertising by a 
Partnership or corporation of real 
estate giving only business and home 
telephone number of a member of the 
partnership is false advertising, in 
violation of section 343.413 of the 
statutes. 


BBDO Elects Director 


Board Passes on 


New Corvinus Face 


The National Board on Printing 
Type Faces, New York, has passed 
Corvinus type, issued by the Bauer 
Type Foundry, recommending it for 
headings in advertisements. 

Designed by Imre Reiner, a na- 
tive Hungarian, it is a flat serif type 
made in three weights with italics 
to match. 


AGENCY CREDIT 
UNDER SCRUTINY 
IN TWIN CITIES 


Carlton L. Spier was elected a 
member of the board of directors 
of Batten, Barton, Durstine & Os- 
born, New York, this week. 


Ivel Re-locates 


The Ivel Corporation, advertising 
displays and exhibits, has moved to 
new quarters at 509 West 56th 
St., New York, where it occupies 
three floors. 


“Freddie” Gets Rep 


representative 


the child movie actor’s name. 


Freddie Bartholomew, who por- 
trays David in the motion picture, 
“David Copperfield,” has appointed 
Hoerle-Marks, Inc.; New York, as his 
in the commercial 
field for licensing of his name and 
likeness. Contracts have been signed 
for several lines of novelties bearing 


lass 


any di 
ere achieved i 


After test, eight well-known com- 
panies more TREBLED their 
use of color. 


SEATTLE 


AUTOS, GAS & OIL 


roducts. in p 


ducts, remarkable 
n the automotive group, 


ics, foods, and beverages .. . 


dealers were secured, new items intro- 
d to old dealers, consumer demand stimu- 


COSMETICS 


27,000 women t 135,000 cakes 
of toilet soap within 30 days. 


ar ize Color 


lated, product identification won, market domi- 
nance secured, volume of sales materially 
increased. 


A few examples of COLOR success are given 
below . .. dozens of others might be cited... 


Y 
4 y 
Nww8 V7) ae 7) 


Details of color rates and Market Coverage 
may be secured by calling any Boone Man 


POST-INTELLIGENCER 


RODNEY E. BOONE ORGANIZATION = 


(Continued from Page 1) 
cipals as individuals, and the agency 
as an organization, must have dem- 
onstrated their ability to develop 
and serve advertisers. The individ- 
ual applicant must have satisfied the 
association of his or its integrity 
and financial ability to meet its just 
obligations. 

3. Ethical practices: (a) The 
agency must be operating primarily 
in the advertising agency business 
with a minimum of three accounts. 
(b) Translating the commissions 
paid by radio stations into service 
to the advertiser without direct or 
indirect rebating. 


Rule on Commissions 


4. Cooperative practice: No agency 
commission will be paid on accounts 
which the station has developed and 
where the station salesman has se- 
cured the order and schedule prior 
to receiving an agency order. Regu- 
lar commissions will be gladly paid 
to the agency, however, on any sub- 
sequent contract or schedule that 
may come through an agency for 
this same account. 

Stanley Hubbard, general mana- 
ger of KSTP, was the president of 
the Twin City Broadcasters’ Asso- — 
ciation; Dr. George W. Young, of 
WDGY, vice-president; Earle H. 
Gammons, WCCO, secretary, 
William F. Johns, WTCN, reer 

Among those attending the meet- 
ing which resulted in formation of 
the Association of Twin City News- 
papers and Broadcasting Stations 
were besides Mr. Cole, William F. 
Johns, business manager, St. Paul 
Dispatch and Pioneer Press; John E. 
Jerome, national advertising man- 
ager, Minneapolis Journal; William 
C. Auer, advertising manager, Minne- 
apolis Star; J. R. Van Horn, busi- 
ness manager, St. Paul Daily News, 
and others. 


Gets Breeding Paper 


Leavitt C. Parsons, publisher of 
New England Poultryman and North- 
eastern Breeder, and The Apothecary, 
Boston, has become the publisher of 
American Horse Breeder. Gerald W. 
Hallowell, formerly with Cowntry 


Gentleman, is advertising manager. 


Sponsors News Bulletins 


The Fischer Baking Company, 
Newark, will sponsor the Tuesday, 
Thursday and Saturday evening 
Transradio news bulletins heard 
daily over WOR with Mark Hawley, 
radio announcer and “Voice of 
Pathe” to movie fans, announcing. 


Cone Back to L. & T. 


Fairfax M. Cone, account execu- 
tive and eopywriter, formerly with 
Lord & Thomas and more recently 
with the New York office of J. Stirl- 
ing Getchell, Inc., will return to the 
San Francisco office of Lord & 
Thomas March 1. 


|WHAT HELP DO 


YOU NEED? 


For facts, figures and market 
data about the 1% billion dol- 
lar baking industry, come to 
BAKERS’ HELPER, this in- 
dustry’s leader for almost a 
half century. 
Check the data you need below, tear out 
this advertisement, attach to your letter- 
head and mail to us. 
“Baking Industry Facts and 
O vaeomet a manor data 
folder 
(0 “Selling Leads,’ an every 
week service P on 
Sample pages from the “Bak- 
at Fodieetey Blue Book” 
(0 Copies of BAKERS’ HELP- 
ER, issued fortnightly 
(CU Audit Bureau of Circula- 
tions statement 
Send to 


BAKERSHELPER 
"YE MAGAZINE / BAKERY PRACTICE »{ MANAGEMENT 


Almost a Half Century of 
elpfulness 


@ diy 


330 S. Wells St., Chicago, Ill. 
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Luckies Are Friends 
In New Campaign 


A new campaign in newspapers, 
car cards and magazines presenting 
Lucky Strikes cigarettes as a per- 
sonal aid in emergencies started this 
week and may be expanded to radio 
and outdoor mediums later. 

American Tobacco Co., New York, 
is employing about 1,800 daily news- 
papers for the ten-week drive. Two 
insertions ranging from 750 to 1,414 
lines will be run each week. 

The magazine list is the same as 
last fall. Color pages will be used 
to give the impression that Lucky 
Strikes give a personal service in 
times of need. Copy shows how a 
Lucky can renew a_ friendship, 


smooth down rough spots in human 
relationships and ease one through 
tough situations. Lord & Thomas 
has the account. 


S. O. Appoints Haslam 


R. G. Haslam has been appointed 
general sales manager of domestic 
subsidiaries of the Standard Oil 
Company of New Jersey, assuming 
most of the duties of Robert G. 
Stewart, resigned. 


Names Gray-Nogues 
Gray-Nogues Company, New York, 
has been appointed national adver- 
tising representative of Leaves of 
Wesley Heights, class magazine pub- 
lished in Washington, D. C. 


Low Cost—High Visibility— 
DE LUXE Printing—covering 
America’s richest market. 


Metropolitan. 


Pebinare Sun—Bufalo Times—Chicago 

vribune — Cleveland Plain Dealer — 
Deron News—New York News—Phila- 
delphia Inquirer — Pittsburgh Press — 
St. Louis Globe-Democrat—W ashington Star 


‘Weekly 


Current Circulation 
5,600 000 families 
16,800,000 readers 


PICK WINNING 
PACKAGES FROM 
6,200 ENTRIES 


(Continued from Page 1) 
returned to the brewery, as is done 
with wooden cases. A cellophane la- 
bel for vodka bottles gave the unique 
effect of having the colors applied 
directly to the glass. Smelly sheep 
manure was put in small cellophane 
bags, for storage around the house, 
where it is used on potted plants 
and boxes. 

The winners of first places in the 
17 groups comprise the gold medal 
awards; those of second places, the 
silver medal awards and of third 
places, the bronze medal awards. 

The gold, silver and bronze groups 
will remain on display at Modern 
Packaging headquarters in New 
York until March 15, when they will 
take to the road. They are already 
booked for Boston, Chicago, Cincin- 
nati, St. Louis, Baltimore, San Fran- 
cisco. They will also be shown in 
England, Australia and France. 

The awards were as follows, listed 


Representative factories report 
their total employment 3.9% 
above a year ago. 


Exceptional Coverage 
of a Major Market 


The 145,052 circulation 
of The News, 9634% of 
which is home-deliv- 
ered, is the largest aver- 
age circulation ever at- 
tained by a daily news- 
paper in Indiana. 


Again Brookmire rates this: 


“A Best Market” 


Brookmire estimates that business activity in Indiana 
during the next six months will be 12% ahead of the same 


period of last year. 
This 


the next few months. 


Increased profit possibilities in the Indianapolis Radius 
. .. plus the proved ability of The News to sell it thor- 
oughly and economically ALONE .. 
an unusually attractive sales territory to cultivate NOW. 


The 


Indianapolis News 


SELLS THE INDIANAPOLIS RADIUS 


New York 
Dan A. Carroll, 110 E. 42nd St. 


survey lists Indianapolis as one of the 11 major 
markets offering the most favorable sales prospects for 


. makes this market 


Chicago 
J. E. Lutz, 180 N. Mich. Ave. 


“DENTAL PUFFER" WINS BRONZE MEDAL 


This flexible tube entered in the miscellaneous group of the “Modern 
Packaging" competition throws a jet of tooth powder onto the brush 
or into the mouth. 


according to first, second and third 
places in each classification: 

Bags and envelopes—Hoffman Seed 
packages, A. H. Hoffman, Inc.; 
Hostess marshmallow package, Shot- 
well Mfg. Co.; Crown Superfine pop 
corn, American Pop Corn Co. Car- 
tons—Greiner fever thermometer, 
Greiner Thermometer Co.; Post 
Road jelly, Frank B. Smith, Post 
Road Fruit Farm; Friendly animal 
crayons, Milton Bradley Company. 

Closures—Monarch coffee, Reid, 
Murdock & Co.; Oakhurst dairy milk 
bottles, Oakhurst Dairy Co.; Even- 
glo nipple display, The Pyramid 
Rubber Co. Collapsible tubes—Luxor 
facial cream, Luxor, Ltd.; Palmolive 
shaving cream, Colgate-Palmolive- 
Peet Co.; shaving cream and tooth 
paste, Parke, Davis & Co. 


Other Prize Winners 


Displays—Six brass faucets, Fisher 
Brass Co.; Piper-Heidsieck cham- 
pagne, Browne Vintners Co., Inc.; 
flashlights, Burgess Battery Co. 
Family group—Ruxtone inks and 
stationery supplies, Ruxton Products, 
Inc.; Number Seven auto polishes, 
finishes, etc., Du Pont de Nemours; 
cheese products, Borden Company. 

Fibre cans— Automotive service 
parts container, Chevrolet Motor 
Co.; Dainty Dot spices, Millbrook 
Products Co.; Rose Brand srice, 
Schiff-Lang Corporation. Glass con- 
tainers—Southern comfort bottle, 
Midland Distilleries, Inc.; club soda, 
Hoffman Beverage Co.; malted milk, 
Borden Company. 


Machinery and equipment—Ma- 


chines for filling Bristol-Myers’ Ipana 
tooth paste; Kirkman’s soap, Kirk- 
man & Sons; Bisquick, General Mills, 
Ine. Metal containers—Essomarine, 
Penola, Inc.; pound decorated tea 
can, T. J. Lipton, Inc.; Pebeco tooth 
powder, Lehn and Fink, Inc. 

Miscellaneous—Our Mother’s bak- 
ing chocolate in metal fudge pan, E. 
& A. Opler Co.; cocktail shaker golf 
ball container, Wilson-Western 
Sporting Goods Co.; Brock’s Puffer 
tubes, L. M. Brock & Co. Plastics— 
Britannica, Jr., molded bookcase, 
Encyclopedia Britannica, Inc.; cigar- 
ette cases, Hickok Manufacturing 
Co.; silverware gift cases, Oneida 
Community, Ltd. 

Seals and Labels—Fuller paint la- 
bels, W. P. Fuller & Co.; Vodka 4/5 
bottle, Union Distilleries Co.; Old 
Guard distilled dry gin, Distillers’ 
Brands. Set-up paper boxes—Drum- 
stick Major, Parfums Charbert, Inc.; 
Holeproof hosiery birthday gift 
boxes, Holeproof Hosiery Co.; Bal- 
lantine’s Scotch Whisky box. 

Shipping containers: group—Bliss 
type beer box, Heidelberg Brewing 
Co.; granular cyanamid shipping 
sack, American Cyanamid Co.; Ben- 
dix brake parts box, Bendix Products 
Company. Transparent packs—Adams 
chewing gum wrappers, American 
Chicle Co.; Collegiate and Feather- 
weight garters, Pioneer Suspender 
Co.; Mission dried fruits, Guggen- 
heim and Co. Wrappings—Gold 
Stripe brush tie wraps, Pittsburgh 
Plate Glass Co.; Liquor gift package, 
R. H. Macy & Co.; Red Cross towel 
wrap, A P W Paper Company. 


and Sales 


motion at the 


“Talkies” 


1107 Center Street, Chicago 


DE VRY SUMMER SCHOOL 
FOR ADVERTISING MEN 


Study Motion Pictures for Sales Pro- 
Francis 


School, Chicago, Week of June 24, 1935 


FIVE DAYS VIEWING THE OUTSTANDING 
INDUSTRIAL FILMS OF AMERICA 


Lectures and demonstrations 
The Technique of Film Production and projector operation. 
Tuition free. 


See the famous Ford—Firestone—IHC—Goodyear, etc., films 
Program on request. 


HERMAN A. DE VRY, INC. 


Executives 


W. Parker 


and Silent 


347 Madison Ave., New York 
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Advertising 


Photographs 
Make “Tribune’’ 


(Picture on Page 31) 

Chicago, Feb. 21.—Eight photo- 
graphs which have appeared in the 
advertising pages of newspapers and 
magazines bloomed anew in a full 
page in the graphic section of the 
Chicago Tribune last Sunday, accom- 
panied by a story by Whitley Noble. 

Making the point that the world 
is more “picture conscious” than 
ever before in its history, Mr. Noble 
asserted that “it is not the great art 
galleries, famous public and private 
collections of paintings and the like 
that in the main are responsible for 
this universal picture mindedness, 
but rather the daily presentation in 
newspapers, magazines and upon the 
screen of pictures superior to any 
produced in any previous period.” 

Mr. Noble paid a tribute to the 
modern photographer. 

“He has become just as truly an 
artist as the wielder of palette and 
brush,” said he. “Pictures that seem 
to leap at you from the page of 
print or draw you closer in rapt 
study contain all elements of com- 
position that the critic finds on the 
painted canvas. 


Problems Involved 


LZ + \\\ 
AN 


“The men at the top in art photog- 
raphy prefer to be called photogra- 
_ phic illustrators rather than commer- 
cial artists. Their problems are 
many, comparing in a way with the 


> problems of the motion picture stu- 
m= dio. They often are compelled to 
a. produce surprising results in a lim- 
th ited space of time. There always are 


the matters of location, models, 


k- props, lighting effects, and other ac- 

E. cessories essential to first class 

If work. , , ' , 

~~ “Producing the right picture, there- New countries—new industries. They alway have been, always will be, news-hungry. 
' fore, means a great deal more than 


merely clicking the shutter of a cam- 


era. It is an assignment frequently i i i i it’ it’s i 
3° ae eS ce Take the electric refrigeration industry, for example—it’s new. So it’s in a state of constant 
— experts in various subjects and the flux. Nothing is quite stabilized. New products are being developed continuously. Present 
expen ure oO me and money. No . ee . . 
™ wonder the photographic illustration products are being altered. Merchandising methods—selling methods—are constantly being 
2 may cost the advertising client a : s ° : s 
ns Se oe cs Slee ae tried, revamped, discarded. New suppliers of parts and materials are entering the field. New 
1d French hg on gb customers, new markets for refrigeration products are looming on the horizon. The buying 
’ page with a photo made . . ° ° 
ol for Libby, McNeill & Libby; Gilbert and selling personnel of the whole industry varies continually. 
- B. Seehausen with one made for Wm. 
ft Wrigley, Jr., Company; Wesley Bow- 
al- <n Gate See oe te Sees Of course the industry is news-hungry. Of course it has view-points and thinking quite different 
e oOlesaie an another or ege e e e ° . 
™ Harvey & Howe, conducting a cam- from older, more stabilized industries. And naturally it asks for and needs a publication that 
ng paign for a cooking school. : . + : . . . 
~ Shigeta-Wright, Inc., was repre: can represent it sympathetically and reflect it accurately. It wants a publication that will give 
2n- sented with a Florsheim Shoe illus- ‘ i ° ° 
od ae ee ee ee it the current news, and that discusses new trade developments; analyzes market trends; presents 
ms wood by three pictures, made respec- reviews of merchandising and selling successes; sounds danger warnings and offers constructive 
an tively for Cutler-Hammer, Inc., Bauer ° ° e ° im ° . 
“og & Black and Libbey-Owense-Ford Giass suggestions. That is why ELECTRIC REFRIGERATION NEWS occupies so unique a position in this 
od saad field and why it exerts so important an influence upon this trade. 
. Christy Names Agency F : ; ; . ; 
a, Christy Fire Brick Company, St. How influential a factor is the NEWS? Investigate. Ask the key men of the industry their 
vel Louis, agent of the Carborundum a : are 
Company, has appointed Kelly & opinion. Question the better distributors and dealers. Ask them where they turn for all news 


Stuhlman to place its advertising. 


and information pertinent to their industry—and if they follow the “to be read on arrival” in- 
junction which the NEws carries. Ask them what has first call on their time the day the 
NEws reaches their desk and what part the News plays in influencing their thinking and 
policies. 


We are sincere indeed when we recommend ELECTRIC REFRIGERATION NEWS to advertisers 
who seek to cultivate this field. The influence of the NEws in the industry is paralleled only 


SSS ! | . 
Compete TSS Serene by the interest which the industry takes in its advertising pages. 
AUTOMATIC HEAT 

and AIR CONDITIONING field 


Tue automatic heat and air condition- 
ing fleld has drawn to it as hos os 


s M 
MANY FIELDS, attrac by the great 
possibilities of automatic heat and air 
conditioning. 


These dealers ma: 


y be reach rough 
 ! mediums at high cost, but A = 
MATIC HEAT and A CONDITIONING, £ i c Cc i te | 
specifically designed for, and _ coverin 


every purchasing influence in the field, 


= complete TRUE coverage, at low 
Cc . 

Get your share of business from this alert 
fleld by talking to the entire field, the 
interested, ag ve audience who read 


‘gressi 
AUTOMATIC HEAT and AIR CONDI- 
TIONING. 


diliess nits is tehdiiiieaaens Business News Publishing Co., 5229 Cass Avenue - Detroit 


1800 Prairie Avenue Chicaga, Illinois 
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ADVERTISING AGE 


February 23, 1935 
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MATCHED INCOME 


But it doesn’t! 


You can sell more groceries to 1,000 families with 


$10.00 apiece than you can to 1 family with $10,000.00. 


Add to this the fact that only four leading pub- 


lications are necessary to cover the market of U. S. families 


receiving over $3,000 per year, and it becomes pretty ob- 


vious that additional sales volume must come through the 


Shredded Wheat, 
ANOTHER New 
Advertiser for The 
Tyro Housewife 
Market 


use of a different type of magazine . .. magazines that reach 


additional markets without duplication of present effort. 


The first choice of most advertisers to do this job 


is MODERN MAGAZINES, for 80% of the families reached 


DERN SCREEN :- 


RADIO STARS : 


by Modern Screen, Radio Stars, Modern Romances are in 
the under $3,000-a-year class. . . . the average reader-age is 
26 and MODERN MAGAZINES is the only group consisting 


entirely of leading magazines. 


MODERN ROMANCES 


MODERN MAGAZINES 


14 


> FAMILIES RECEIVE 


NBR we 
ae 


9 MADISON AVENUJE - 


NEW YORK, 


MODERN MARKET FACTS 


“ss, 928,000 
OVER $3,000 PER YEAR 


*21,546,000 U. S. FAMILIES 
WITH INCOMES UNDER $3,000.00 


FOUR LEADING MAGAZINES GIVE THIS COVERAGE —>| 


€— THE ADDITION OF MODERN MAGAZINES LOOKS LIKE THIS—>} 


*Based on Computations by the Brookings Institution 


TEXAS TO SEEK 
1936 CONCLAVE 
OF FEDERATION 


Fort Worth, Texas, Feb. 21.—Offi- 
cers and directors of the Southwest- 
ern District, Advertising Federation 
of America, met here this week and 
endorsed the efforts of the Fort 
Worth and Dallas clubs to bring the 
1936 national convention to their 
cities. 

They also discussed plans for the 
district convention at Oklahoma City 
in October; appointed a committee 
to organize advertising round tables 
in cities of medium size and recom- 
mended that Governor Paul J. Har- 
mon, Fort Worth, be appointed to a 
publicity board to have jurisdiction 
over the advertising of the Texas 
Centennial. 

The Texas legislature, now in ses- 
sion, is being asked to appropriate 
several million dollars for the Cen- 
tennial celebration at Dallas next 
year. Efforts are being made to se- 
cure the earmarking of $750,000 of 
this amount for advertising through 
Texas agencies. 

It is suggested that the publicity 
board be composed of a representa- 
tive of the Southwestern District, 
A. F. A., one from the Texas Press 
Association and one to be named by 
Governor James Allred. 


Long Fight Waged 


The city of Dallas has voted a 
$2,000,000 bond issue, a portion of 
which will be used to attract conven- 
tions and visitors to the Centennial 
city. Advertising interests are 
primarily responsible for the Cen- 
tennial through efforts started by 
Lowry Martin, business manager, 
Corsicana Daily Sun, when he was 
district governor a dozen years ago. 
These efforts were revived by Dis- 
trict-governor Erle Racey, Dallas, 
1932-33 and carried on by Wm. 
Brockhausen, San Antonio, 1933-34. 

A large delegation at the Chicago 
convention in June is one goal of the 
district officers. 

Neal Barrett, director, Oklahoma 
City, announced that Bruce Barton 
will be a speaker at the annual con- 
vention in October at the Biltmore 
Hotel. A large advertising exposi- 
tion will feature the convention. 

Immediate past governor Wm. 
Breckhausen, San Antonio, chairman 
of the vigilance committee, urged 
that all clubs secure the adoption 
by their cities of three ordinances 
now in effect at San Antonio mak- 
ing it a misdemeanor to solicit for 
charity or advertising, or to make 
telephone solicitation unless a per- 
mit to do so has been granted by 
the vigilance committee. “Fake 
charity and advertising rackets cost 
this country $50,000,000 a year. Our 
committee has saved San Antonio 
merchants over $300,000 in one year. 
One large department store ac- 
knowledged savings of $6,800 while 
a large bakery discovered in a check- 
up that they had ‘donated’ $3,800 
in 60 days to unworthy causes pre 
vious to joining the vigilance work. 

“Our board is comprised of 15 
members, representative of the ad- 
vertising, charitable, religious and 
business interests. Each member 
has police power. Promoters of fake 
guides, spurious hosiery house-to- 
house salesmen and other racketeers 
now give San Antonio a wide berth.” 


Educational Work 


Wm. S. Henson, Dallas, outlined 
the plans of the Dallas Ad League 
in building its four-year advertising 
course, in cooperation with the Y. 
M. C. A. school of business admin- 
istration, leading to a baccalaureate 
degree. Austin was also reported ac- 
tive in advertising education. 

Fred Beseler, Houston, was ap- 
pointed chairman of a committee to 
foster establishment of advertising 
round tables in cities where regular 
clubs cannot be supported and to 
invite all qualified enterprises in 
smaller towns to membership in the 
district. 

E. C. Whitcomb, secretary-treas- 
urer, and president of the Fort 


Worth Club, analyzed problems of 


“Selling a City” which attracted na- 
tional attention last fall when Fort 
Worth’s city manager, George D. 
Fairtrace, suggested that each city 
of 100,000 population employ a pub- 
licity director. 


Poster Stamps. 
Recommended in 
Housing Drive 


Washington, D. C., Feb. 21.—To 
aid in making the nation improve- 
ment minded the Federal Housing 
Administration is urging the use of 
four kinds of poster stamps, de- 
signed as stickers for letters and 
packages. The stamps are made 
available in two colors and electros 
are furnished free to local Better 
Housing Program Committees. 

The announcement declares that 
“these miniature posters, used con- 
sistently on the face of every letter, 
every telegram, envelope, package, 
bill, or statement, will carry the 
message of Better Housing into 
every home and business office.” 

It is suggested that the printing 
be done in local shops, with the fur- 
ther intimation that in some cases 
contributions can be made by the 
printer. 

The chief value of the posters 
“lies in that they repeat, and re- 
peat, and repeat the message of Bet- 
ter Housing,” the announcement 
says. “Consequently, ask coopera- 
tion of your local businesses and lo- 
cal utility companies to put poster 
stamps on every letter and on every 
envelope enclosing monthly bills 
and statements. 

“Ask your department stores and 
shops to paste a poster stamp on 
every package carried out by a cus- 
tomer, or delivered to the home. Ask 
grocery stores, laundries and other 
service organizations to use them. 
Ask every contractor and builder, 
every dealer in lumber and building 
material and equipment, every hard- 
ware store. 

“You can flood your city with 
these silent salesmen for Better 
Housing.” 

The electros are designed for easy 
printing without critical register re- 
quirements. One of the designs al- 
lows for the insert of the name of 
the city. There are four designs, 
one making reference to winter, It 
is suggested that this be used only 
until about March 15. 

The special announcement declares 
that “poster stamps are a splendid 
method of consistently encouraging 
better housing. A certain amount 
of such effort should be a part of 
your local advertising and publicity 
work as well as your national ef- 
fort.” 


Plan Premium Show 


The fifth annual National Premium 
Exposition will be held May 6-10 at 
the Palmer House, Chicago, concur- 
rently with the convention of the 
Premium Advertising Association of 
America. 


Nemer Named Director 


Samuel N. Nemer, for four years 
associated with Corning, Ince., St. 
Paul, has been elected secretary and 
a director of that agency. He will 
continue to act as account executive. 


Council Moves 


The National Council of Business 
Mail Users will move its headquar- 
ters March 1 from New York to 111 
W. Washington St., Chicago. The 
telephone will be Franklin 0115. 


Genuine 


TYPED LETTERS 


(Heoven Automatic) 


Th N Kf Mail Advertising 


Service 


Booklet ** Brass Kauckles,’” Free to Executives 
19 Fifth Ave., Pittsburgh, Pa. 
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AND AGAIN IN 1934... TRUE STORY 
LEADS ALL WOMEN’S MAGAZINES IN 
JOHNSON BABY POWDER RETURNS 


A Stiff Test... The 1934 Campaign 
Carried a IO¢ Keyed Offer 


LL magazines carrying Johnson Baby Pow- 
der advertising in 1934, were subjected to 

an exceptionally rigorous test, one calculated 
to reveal not only interest in the product but 
the intensity of interest; readers were asked to 
enclose a dime with their sample request. 
Among six leading women’s magazines 
True Story showed the lowest cost per 
return. Among all 15 magazines on the 


list, True Story ranked second in cost per return. 
Only one publication, and that of limited circu- 
lation in a specialized field outranked True Story. 

Once again, for the fifth consecutive year, 
True Story has done an outstanding job on an 
outstanding product. Once again True 
Story Magazine has demonstrated its out- 
standing pulling power on copy addressed 
to young mothers. 
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NEW MAGAZINE FIELD..NO 
APPRECIABLE DUPLICATION 


True Story’s unique editorial 
policy has developed an entirely 
new group of magazine readers 
—a new uncovered market for 
mass Cultivation. 


LARGEST NEWSSTAND SALE 
OF ANY MAGAZINE 


True Story’s dominant news- 
stand circulation rechecks reader 
interest and reader spending 
power each issue with the news- 
stand repurchase. 


YOUNG MOTHERS! 


78 out of every hundred True Story 
women readers are mothers. Average 
age only 33. Source: “Analysis of the 
Circulation of True Story” by the As- 
sociation of National Advertisers. 


MORE YOUNG CHILDREN! 
True Story families have a greater per- 
centage of young children, reports 
Polk Consumer Census. 


LOWEST COST FOR 
HOUSEWIVES! 


True Story reaches housewives at low- 
est cost per page per thousand than any 
other women’s magazine covered in the 
Starch Media Effectiveness Reports. 


poms sine-st os magazines True Story ranked first in low cost per return. 
doctor § Our list for 1935 has been further expanded over 1934. 
orris-T0? . E ° sents Baby Twenty-nine publications will carry our message to the 
mples of J 52. Jo young mothers of the country. I feel confident that 
ream True Story will do an outstanding job for us in 1935 as 


_... Among leading 
womens magazines 
True Story ranked first 
in low cost per return 


- 


NEw BRUNSWICK, N. J. 


Mr. Harold A. Wise, January 
True Story Magazine, Second 
Graybar Building, 1935 


New York City. 


Dear Mr. Wise: 


You will recall that our 1934 advertising carried a 
sample offer calling for 10¢ from the reader to cover 
postage and package costs. Naturally this cut down 

the mumber of returns when compared with previous years 
in which the samples had been offered free. True Story, 
however, continued its excellent record despite the 

fact that several new publications were added to the 
list. True Story produced returns at the second lowest 
cost in the list of fifteen books. Among leading women's 


it has for the past five years. 


H. W. Roden y / atu — 


AMcG. Director Baby “Products Division 


YOUNG MOTHERS.... 
THAT'S WHY TRUE STORY 
TOPS THE JOHNSON 
BABY POWDER LIST YEAR 
AFTER YEAR.... 


TRUE STORY MAGAZINE - GRAYBAR BUILDING - NEW YORK 
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ADVERTISING AGE 


New Monthly Paper 


Proposed by Greene, 
Better Bureau Chief 


New York, Feb. 21.—Believing or- 
ganized advertising has erred in not 
keeping consumers informed of its 
success in eliminating misuse of ad- 
vertising and protecting public in- 
terest in other ways, directors of 
the National Better Business Bu- 
reau, now entering its 25th year, 
will shortly propose a “consumers’ 
guide,” to be financed by advertisers, 
agents and mediums. 

Informing ADVERTISING AGE of the 
details, Edward L. Greene, managing 
director of the National Better Busi- 
ness Bureau, said the publication, 
Better Business News, is being 
planned as a monthly, and, in the 
beginning, will be distributed free to 
at least 100,000 leaders of opinion. 
Of this number, 50,000 will be school 
teachers. 

The principal editorial function 
will be to disseminate information 
regularly bulletined by the bureau. 
Circulation of the data is now lim- 
ited to a small list of publications 
and civic business organizations. 

The small amount of this material 
that has found its way into public 
prints has proved surprisingly ef- 
fective in curbing unscrupulous ad- 
vertisers and in acquainting con- 
sumers generally with the work of 
the bureau, it is claimed. The pro- 
posed publication would extend this 
influence and, what is more impor- 
tant, according to Mr. Greene, fa- 
miliarize consumers with the pledge 
of organized advertising to keep its 
house in order. 


Cites Past Record 


“The experience of the National 
Better Business Bureau and of the 
local better business bureaus 
throughout the country has demon- 
strated the necessity for an agency 
to investigate and act upon consum- 
ers’ complaints, as well as_ the 
propriety and efficiency of such an 
agency operating under advertising 
sponsorship,” said Mr. Greene. 

“The history of our movement 
demonstrates that reputable adver- 
tisers, agents and mediums are 
wholly capable of exercising a regu- 
lation of advertising and business 
practices affording far more protec- 
tion to the consumer than any sys- 
tem operated by the government or 
‘disinterested consumers’ cham- 
pions.’ This fact would be quickly 
and thoroughly understood by con- 
sumers if they were informed of 
the bureau’s work and its results.” 
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PICCADILLY 


“AROUND THE CORNER FROM 59 THEATERS” 
Charming Rooms 
DAILY TARIFF FROM TWO-FIFTY 
MONTHLY TARIFF FROM FIFTY 


Dine and Dance in the Beautiful 


LARRI’S CONTINENTALS (WMCA) 


for Matinee Luncheon, Theatre- 
Dinner, After - Theatre Supper. 


Entertainment to 2 A.M. No Cover Charge. 


For Cocktails the intimate 
SILVER LINING LOUNGE 


Ask fora 
“Courtesy Identification Card”’ 
24 FLOORS 706 ROOMS 


45th STREET JUST WEST OF TIMES SQUARE 
PERSONAL DIRECTION OF: JOHN F. MURRAY 


As one proof of the superiority of 
self-regulation over government su- 
pervision, the publication planned by 
the N.B.B.B. could point out that it 
usually warns the public of false 
or misleading advertising from six 
months to a year before the Federal 
Trade Commission issues a cease 
and desist order or the Post Office 
Department issues a fraud order. In 
many more instances, the prompt 
action of the N.B.B.B. makes it un- 
necessary for a federal agency to 
intervene. 

A fact which the publication would 
stress is that the private agency is 
rendering a free service to con- 
sumers which would cost them mil- 
lions of dollars in taxes if performed 
by one or more federal depart- 
ments. The annual budget of the 
National Better Business Bureau, 
for example, is about $50,000, an 
amount the F. T. C. sometimes 
spends in handling one case. 


History of Bureau 


Though surface evidence of im- 
provement is plentiful, Mr. Greene 
finds it difficult to assemble facts 
definitely proving the efficacy of the 
bureau’s efforts, analysis being 
necessary to form a fair opinion. 

The number of complaints and 
“inquiries” grew slowly until about 
10 years ago. Since then the vol- 
ume has remained fairly level. The 
national office receives about 6,500 
a year. The 50 local organizations 
average a little more. 

The progress cannot be traced by 
a comparison of the number of cases 
bulletined by the N.B.B.B., as the 
work has never been up to date. 
As large a staff as the budget per- 
mits handles as many investiga- 
tions, in order of importance, as it 
can. 

The number and nature of com- 
plaints adjusted by direct negotia- 
tions are never revealed. The bu- 
reau bulletins from 300 to 350 cases 
a year. 

The N.B.B.B., as well as the city 
organizations founded about the 
same time, were sponsored by the 
Advertising Federation of America, 
then known as the Associated Ad- 
vertising Clubs of America. 

The national organization was 
first known as the National Vigi- 
lance Committee, retaining this style 
until 1925. The first incorporated 
Better Business Bureau was formed 
in Minneapolis in March, 1914. 

Though advertising can claim full 
credit for giving business a per- 
fected plan of self-regulation, the lo- 
cal organizations did not long con- 
tinue under the wing of the adver- 
tising clubs, the direction passing to 
boards on which other business lead- 
ers, as well as advertising men, 
were members. 

The national organization, how- 
ever, has remained under advertis- 
ing sponsorship, being financed by 
national advertisers, agents and me- 
diums, newspapers predominating in 
the latter classification. Voluntary 
subscriptions from 500 members, 
ranging from $25 to $3,000, have pro- 
vided a budget of about $50,000 for 
the past several years. 


Reduce Prices of 
DeSoto, Chrysler 


All 1935 Airflow DeSoto models 
will be reduced $180, effective at 
once, bringing list prices on the 
coupe, four-door sedan and town 
sedan down to $1,015. 

On the Chrysler Airflow series, 
prices running as high as $200 will 
bring the price of the Airflow eight, 
for all body styles, to $1,245, and for 
all body styles of the Imperial eight 
to $1,475. 


Pearson Advanced 


Norman lL. Pearson, assistant 
equipment sales manager of All-Steel- 
Equip Company, Inc., Aurora, IIL, 
maker of steel shop and office equip- 
ment and electrical wiring special- 
ties, has been appointed sales man- 


ager of the industrial division. 


Boost Seasoning 
Sales Using 500 
County Weeklies 


Birmingham, Ala., Feb. 21.—With 
its chief selling season drawing to a 
close, P. Hicks Cadle, vice-president, 
A. C. Legg Packing Company, is 
crediting a 46 per cent sales in- 
crease for Old Plantation pork saus- 
age seasoning to a four month’s 
campaign in 500 county weekly news- 
papers. 

The copy, running 85 lines, ap- 
peared in the list once a month, fea- 
turing dealers’ names and $600 in 
prizes to be awarded next month 
for the best letters on sausage mak- 
ing and why the writer prefers a 
blended seasoning. It was required 
that the dealer from whom they pur- 
chased their seasoning be named. 

The campaign covered about 30 
states with a first and second prize 
for each and a grand prize of $50 
for the best of the sectional winners. 
Papers were used in every county 
where the local jobber bought five 
or more cases of the seasoning, 
which was sold mainly through gro- 
cery, hardware and feed stores. A 
few daily papers were used where 
weeklies are not published. 

Many new wholesale and retail 


WINSOME MISS MAKES BREAD APPEAL 
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Simplicity has reached new heights in , oster campaign by Kilpatrick 
Emi 


Bakeries in San Francisco. 


einhardt is the agency. 


outlets were added on the strength 
of the plan as originally presented 
and dealers and wholesalers generally 
have since expressed high satisfac- 
tion with the use of the weeklies. 
It is planned to enlarge the scope 
of the campaign next fall. 

A new counter display package was 
adopted this season to effect a store 
tie-up with the campaign. The com- 
pany continued its usual small space 
in a short list of national farm jour- 
nals and one sectional paper, but no 
mention was made of the letter con- 
test which was conducted exclu- 
sively through the weeklies. 


_ Widney to Getchell 


Carl E. Widney, account executive 
with Lord & Thomas for the past 
five years, has joined the Detroit 
office of J. Stirling Getchell, Inc. For 
eight years Mr. Widney was vice- 
president of Kling-Gibson Company, 
Chicago. 


Selected by Rising 


Rising Paper Company, Housa- 
tonic, Mass., manufacturer of print- 
ing papers, has placed its advertis- 
ing account with the newly formed 
agency of Lewis and Clark, New 
York. 


SOCONY 


"WHISPERING" 


POSTERS 


Wade, CONTINENTAL 


The well-known artist, 
Peter Arno, painted this 
series of outdoor post- 
ers for the Socony- 
Vacuum Oil Co., Inc., 


and all were 


duced faithfully by 


Continental. 


Many other large out- 
door advertisers 
award all of their post- 
ers to us with full confi- 


dence in our 
and service. 


eo) 
it 


wt rhe 


ST etueetiendamenieninmeniitiniiteiill 
MEW YORK © CHICAGO * OSTROIT + PHILADELPHIA © CINCINNAT! © LOS ANGELES 


Some of the Large Outdoor 
Advertisers Served by Con- 


tinental: 


CADILLAC 
CHEVROLET 
CHRYSLER 
DODGE 
ETHYL 
EXIDE 
FIRESTONE 


FISHER BODY 


repro- 


FORD MOTORS 
FRIGIDAIRE 
GENERAL ELECTRIC 
GOODYEAR 


GRAHAM PAIGE 
HOSTESS CAKE 
KELLOGG 

LA PALINA 


MARS CANDY 
MOBILGAS 
PLYMOUTH 
STANDARD OIL 
SHELL 

SINCLAIR 
WESTINGHOUSE 
WONDER BREAD 
WHITE MOTORS 


quality 


Pam te oo 
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Designed by J. Stir- 
ling Getchell, Inc., 
New York City for 
the Socony-Vacuum 
Oil Co., Inc. 
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The Gold Decision 


The decision of the Supreme Court 
of the United States upholding the 
policy of the national administra- 
tion with reference to the invalida- 
tion of gold payments was of great 
importance to all business, not only 
because of the principles involved, 
but because of the necessity of elim- 
inating the uncertainty which had 
prevailed. 

Business was somewhat hesitant 
regarding future commitments for 
some weeks prior to the decision of 
the court, and there was no doubt 
that the forward movement in evi- 
dence for the preceding six months 
had been slowed up awaiting the 
action of the high tribunal which 
would determine future currency 
policies, as far as constitutional lim- 
itations were concerned. 

Even those who disagreed with the 
majority opinion were nevertheless 
relieved by the decision approving 
the status quo. This eliminated the 
necessity of trying to unscramble the 
eggs which had been mingled in the 
new currency policies of the Roose- 
velt administration. Thus, regard- 
less of what might have been 
thought about the wisdom of the 
action of Congress in repudiating 
the gold payment provisions of gov- 
ernment bonds, it was generally felt 
that the decision of the court sim- 
plified the situation and opened the 
way for a more confident approach 
to current business activities. 


Advertising interests have been 
watching the situation with the 
same idea in mind, namely, that un- 
certainty as to the ultimate out- 
come was the chief deterrent to 
further expansion. Now that the 
case has been definitely decided, and 
business knows where it stands, it 
will be much easier to make de- 
cisions which involve programs ex- 
tending some distance into the fu- 
ture. 

Inasmuch as conditions have been 
favorable to the increased use of ad- 
vertising, as reflected in statistical 
analyses of volume in all principal 
fields, it may fairly be assumed that 
advertising will benefit directly from 
the decision. Even though, as Phil- 
ip K. Wrigley, president of the Wil- 
liam Wrigley, Jr., Company, told the 
newspapers, the gold decision am 
fects only slightly the operations of 
the manufacturer selling a com- 
modity, it removes a brake which 
had slowed up operations and repre- 
sented a possible bar to further im- 
mediate progress. 

With greater confidence in evi- 
dence throughout the business world, 
advertising executives may proceed 
with the assurance that one un- 
known factor in the business equa- 
tion has been removed, and that 
business men have again turned 
their thoughts from the major na- 
tional problem to their own imme- 
diate concern of sales promotion. 


Agency Research Policies 


The statement of Lord & Thomas 
on the subject of research policies 
published in the February 16 issue 
of ADVERTISING AGE was of inter- 
est not only to other agencies but 
to advertisers as well. The two 
points emphasized in the statement, 
of avoiding over-research and de- 
veloping information through re- 
search that has a practical bearing 
on merchandising problems, are sig- 
nificant to many. 

The application of research, or 
perizps market survey work would 
be a more appropriate term, to the 
problems of manufacturers selling 
nationally has proceeded rapidly 
during the past few years. Research 
has taken on a dignity which the 
importance of its work has justi- 
fied, and has constantly undertaken 
a broader field of fact-finding to 
which to apply its special tech- 
niques. Much of the discussion of 
research has pertained to method as 
well as to the scope of its work, and 
much of its progress has been rec- 


orded in the establishment of ac- 
curate methods of assembling, tab- 
ulating and interpreting informa- 
tion. 

It is of course true that some 
fields have been over-researched, 
but generally speaking there has 
been insufficient knowledge of the 
kind that advertising and merchan- 
dising executives can put to imme- 
diate and practical use. Directing 
research effort into productive lines 
is therefore a job for all those who 
must set up policies on this subject. 
Utilizing fully the findings of re- 
search is equally important. 

Advertisers and advertising agen- 
cies are alike concerned with the lo- 
cation and charting of significant 
facts which will enable advertising 
to be used most effectively and prof- 
itably. Research has proved itself 
as the right hand of advertising, and 
the problem from now on is not 
whether to carry on research, but 
how best to organize it and how to 
use the results of its explorations. 


WHEN ADVERTISING MEN TAKE TIME OUT 


— 


Sie 
Ve am, 
WT! 


—College Humor. 


“I'm holding down the fort while some of my friends are out to lunch." 


Voice of the Advertiser 


Application Accepted, 


and Figures Given 

To the Editor: Attached is an ap- 
plication for my subscription to Ad- 
vertising for three years. Please 
make it effective Jan. 1, 1935 and 
send at once copies of all editions 
issued since that date. 

Do you have a summary of all ad- 
vertising expenditures, broken down 
into various media, such as news- 
papers, radio, direct mail, etc., cov- 
ering 1933 and 1934? Such informa- 
tion would be very much appreciated. 

W. R. KortTKamp, 

Adv. Megr., Dill & Collins, Inc., 

Philadelphia. 


Vv F 


Esty, Lord & Thomas 
L. & M., Newell-Emmett 


To the Editor: Will you kindly 
advise which advertising agencies 
place advertising for the following 
brands of cigarettes: Camels, Lucky 
Strikes, Old Gold, Chesterfield. 

NORMAN SwIFT, 
Bayonne, N. J. 
= 2 


Cromwell Remains 


in Agency Business 

To the Editor: Your news flash to 
the effect that James H. R. Crom. 
well, who wed Doris Duke, would 
retire from the agency field. is in 
error. 

The fact is that Mr. Cromwell, 
upon his return from abroad, will 
remain very active in the affairs of 
this agency. As a matter of fact, just 
before he left he increased his in- 
terest in it. 

GARRIT LYDECKER, 
H. R. Doughty & Associates, 
New York. 
, | 


Use of Cartoons 


to Build Audience 


To the Editor: On the second page 
of the February 9 issue of ADVERTIS- 
ING AGE you have an article titled 
“Build Audience for Radio Show with 
Cartoons.” The article states that 
the Reed Ice Cream Corporation of 
Brooklyn is using a series of 350-line 
advertisements composed almost en- 
tirely of humorous illustrations by 
J. Irving, magazine artist, to build a 
radio audience. The article goes on 
to say that this is the first time such 


a style of copy has been applied for 
audience building, and that McCann- 
Erickson, Inc., is the agency. 

Perhaps you have forgotten that I 
ran a series of cartoons for the Skelly 
Oil Company in connection with the 
radio serial, “The Air Adventures of 
Jimmie Allen.” I discussed this with 
you about a year ago. 

We ran a series of cartoon-strips 
to assist in building a radio audi- 
ence for the Skelly Oil Company, in 
the Kansas City Star on the folowing 
dates: February 27, 28, March 1, 2 
and 3, 1933. Also in the Denver Post 
on March 6, 7, 8, 9, and 10. I am en- 
closing you mats of the first five 
cartoon strips. You will note that 
they call for 352 lines. 

Fioyp L. Doan, 

Vice-President, Russell C. Comer 

Adv. Agency, Kansas City. 


vgv¥segy¥ 


Staley Campaign 
BBD&O Brain Child 


To the Editor: We were interested 
in reading the story of the Staley 
campaign in Kansas City which ap- 
peared in your issue of Feb. 16. 

But because we feel that it was a 
good activity and a good story, we 
are a little saddened to see that we 
got no mention whatever as the 
agency which planned and produced 
the advertising! 

DoroTHy PARKER, 
Batten, Barton, Durstine & 
Osborn, Chicago. 
vvwy 


Some More Good News 
in Pictorial Form 


INDIANA BELL TELEPHONE COMPANY 


mower. Jen 28 os 


JUST ONE LOOK WAS ENOUGH / 

A FRIEND OF MINE WHO /S THE ADVERTISING 
MANAGER OF AN INSURANCE COMPANY GAVE 
ME HIS COPY OF “ADVERTISING AGE", AND Im 
NOW SOLD ON IT- 100% 
IT Wit KEEP ME in STEP 
WITH THE MODERN 
AOVERTISING PARADE 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
nationul advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 661. South Bend Sales Routes. 
A handy, pocket-size route list of 
South Bend and Mishawaka, Ind., 
giving not only grocers and drug- 
gists, but a variety of other retail 
outlets, such as hardware stores, 
confectioners, etc. A feature is the 
definite instructions regarding the 
local transportation facilities to use 
in getting to any particular section. 
Published by the South Bend Tribune. 


No. 651. Sales Opportunities—The 
Greater College Market. 


An interesting and complete broch- 
ure published by National Advertis- 
ing Service, Inc., representative of 
Collegiate Digest and college news- 
papers. Contains important data on 
the field and also a list of 737 college 
newspapers. 


No. 641. Henderson Wholesale Com- 
pany. 

A presentation of the case for pro- 
motion in the small towns and rural 
areas, to back up the work of whole- 
salers whose selling areas do not in- 
clude large metropolitan centers. In 
the form of an interview with Bill 
Henderson, wholesaler, the attractive 
little volume points its moral in 
pleasant fashion. Published by Grit. 


No. 672. Show Now Going On. 

The New York Daily News dresses 
up circulation statistics in unusual 
fashion. Humorous copy and use of 
comic illustrations in color achieve 
a high degree of readability for this 
booklet, which presents comparative 
data on New York dailies’ circulation 
in that metropolis and suburbs by 
borough, districts, towns and coun- 
ties. 


No. 621. Route List of Portland Re- 
tail Grocers. 

Published by the Portland Ore- 
gonian, this grocery route list not 
only contains explicit directions for 
routing salesmen to grocery outlets 
in Portland, but it also contains a 
directory of wholesale grocers and 
buyers, chain store groups and buy- 
ers and buying associations. 


No. 706. Circulation of Household 

Magazine. 

A monograph showing circulation 
distribution of Household Magazine 
and eight other publications, in cities 
and towns over and under 10,000, and 
by geographical areas. 


No. 627. The Truest Barometer of 


Business. 

An effective demonstration of the 
fact that street car traffic figures sup- 
ply the truest business barometer. 
Contains statistics showing the up- 
ward trend in street car traffic in a 
number of the country’s most impor- 
tant cities. Published by Barron G. 
Collier, Inc. 


No. 704. America’s Little House. 

Published by Better Homes in 
America, Inc., this illustrated book- 
let describes the model home which 
that organization built in 1934 with 
the cooperation of the Columbia 
Broadcasting System, at 39th St. and 
Park Ave., New York, as a home and 
garden demonstration. It also lists. 
manufacturers, prices, and retail 
places of purchase, of the products 
selected for the house. 


No. 692. Advertise Travel to Travel- 
ers via the National Geographic 
Magazine. ea 
This booklet describes in detail 

values offered by the National Geo- 
graphic Magazine to travel advertis- 
ers. It presents information regard- 
ing editorial and advertising respon- 
siveness of readers, advertisers’ com- 
ments, circulation breakdowns, re- 
sults of a buying power study of the 
magazine’s readers in various cities, 
and numerous other factors of im~ 
portance to the travel advertiser. 
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THE RURAL SOUTH — 
—a $2,000,000,000 MARKET 


a ta 


P PERCENTAGE 
y’ A NCREASE 


ae BO and OvER 
FE 60 x0 79 


YIM 40 +0 89 


Percentage Increase in Cash Receipts from the 
Sale of Farm Products,* and Rental and Bene- ) . 
fit Payments, from 1932 to 1934. toe of fee “ae 


CASH FARM INCOME - - INCREASE 1934 over 1932— 


United States Average - - - - - - 42% 


CD OSS ee Ee 


3 The SOUTH Average 14 States - - 55.2% 

The March, 1935 

a 

' Progressive Farmer * ’ 

: g South’s 1934 CASH FARM INCOME 

: BIGGEST ISSUE $622,338,000 Greater Than in 1932 

: I he 1 S Y E A R Ss 1934 Increase Increase 

‘ State TOTAL 1934 over 1933 1934 over 1932 

i ne ne eee $ 406,227,000 $ 14,578,000 $ 125,514,000 

. a Cem. cscs 216,203,000 70,893,000 130,357,000 

, Our March issue—with more than IR rn scsdareaeles 135,942,000 —5,782,000 41,596,000 
21,000 lines of commercial — car- SOD. is: 5 fuk eogeetes bows 111,308,000 12,534,000 40,716,000 

> ries more advertising than any Georgia eee Te Te eee Ce 110,101,000 14,103,000 51,790,000 

‘ i ieee GI 6c even. Buea 106,458,000 33,269,000 47,392,000 

, ce tog te ae nen 102,097,000 13,399,000 24,133,000 

: I 2 ag een 99,504,000 30,630,000 38,403,000 

Ti ame thewe » gale of mon ie oe 30,083,000 34°728'000 43/844°000 

‘ kas u ENE alec), «55 Gk Oe Sahni ‘ : , ‘ ' ’ 

‘ than 23 per cent in both all-edition ome! ................. 88,665,000 15,476,000 25,115,000 
and separate edition advertising INE 2 ne darPes vakes 85,971,000 17,820,000 29,586,000 
over our big March issue of last RY ee 77,569,000 12,784,000 1,010,000 

. year. West Virginia ........... 0.00% 26,340,000 3, 166,000 2,737,000 

4 . . TOTAL. SONI. ooo csn $1,750,299,000 $284,953,000 $ 622,338,000 

; 121 commercial advertisers are ' 

. using all editions of the March All Other States............... $4,245,837,000 $839,575,000 $1,138,436,000 

> an PER CENT SOUTH............ 29.2 25.3 35.3 

d _ “Based on about 94% of all 

8. oe denen 2 eee 

i P. S. And from present indications, culture Report, Feb. 1, 1935. 

Ss 


Southern Ruralist 
BIRMINGHAM RALEIGH MEMPHIS DALLAS 
. 250 Park Avenue, New York Daily News Bldg., Chicago 


THE SOUTH’S LEADING FARM-AND-HOME MAGAZINE 
More Than 900,000 A.B.C. Net Paid—Rate Base 850,000 Guaranteed 
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KING CHISELER 
IS DETHRONED, 
SAYS STANDARD 


New York, Feb. 21.—In 100 news- 
papers of 93 cities, the Standard 
Sanitary Manufacturing Company 
recently observed the demise of 
chiseling and lauded the return of 
business to normal channels, thus 
starting a new sequel campaign to 
that which ran last fall on behalf of 
the master plumber. 

In large cities the insertions of 
the new campaign will be 1,000 lines 
and in those of somewhat smaller 
population, the advertisements will 
occupy 600 lines. Insertions will be 
on an every other week schedule. 
No time limit has been set for the 
completion of the campaign, and 
while it is running, the company 
will be spending $16,000 a week 
on it. 

The Blaker Advertising Agency is 
in charge of the campaign. In ad- 
dition to newspapers, a list of 15 
plumbing and heating papers and 
direct mail are used. 

With the exception of a few of 


the larger cities the advertisements 
in the new series will carry the 
names of the local distributor, or 
wholesaler, of Standard Sanitary 
products. This was impossible in 
some cities because of the number, 
as in New York, where there are 
some 200 distributors. 

The trade paper copy will call at- 
tention to the newspaper advertise- 
ments and to the fact that the com- 
pany is actively building consumer 
good will for the master plumber, 
that they treat the subject of busi- 
ness revival and urge the use of 
normal business channels’ which 
were forsaken by many in the de- 
pression scramble for business. 


“Just as Good” 


“It was a sad experience while it 
lasted,” says the first advertisement, 
which reproduced a photograph of a 
hand preventing another from grab- 
bing a chisel. “That little tool... 
the ‘chisel’ was one of the most de- 
pressing instruments in the business 
world. No matter how good you 
made a product . . . no matter how 
well you served your customers... 
no matter how much value you gave 
for the money . . there was al- 
ways somebody around the corner 
with the chisel to offer ‘something 
just as good for a few cents less.” 

The NRA and the National 


Housing Act are referred to in the 


copy, while one paragraph sets forth 
the Standard Sanitary belief that 
fair, open competition is the life 
blood of industry but that the com- 
pany opposes secret, destructive 
methods which strike at the root of 
democracy. 


Stress Plumbers’ Advantage 


The depression is over, the copy 
states, and with it has gone much 
of the public desire to patronize men 
and organizations outside norma: 
business channels. 

In the direct mail program, two 
letters have been sent out, one to 
the master plumbers, whose situa- 
tion the company is attempting to 
improve, and one to the distribu- 
tors. To the master plumbers, the 
campaign was presented with 
lengthy comment on how their busi- 
ness had disintegrated during the 
depression and how the Standard 
price policy adopted last fall placed 
them in a position to meet all price 
competition. 

This new campaign is called, in 
the letter containing a proof of the 
first advertisement, the next step 
“to bring back the plumbing busi- 
ness to the licensed master plumb- 
ers of the United States.” The let- 
ter to wholesalers reaffirmed Stand- 
ard Sanitary’s belief in the economic 
value of the distributor’s service in 
the plumbing field. 
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Only One Magazine Written for 


THE WOMAN WHO COOKS WITHOUT GAS. . 


... She Represents 40% of American Women ... 


She ios for 30% MORE Consumers Per Family ... She Has 
the Fastest Growing Income of Any Group of Women 


24% Extra Meals a Day 
Eaten in Every Home 
Reached by FARMER’S WIFE 


According to U. S. Census figures 
farm families average 4.02 persons, 
compared to only 3.26 in city families. 
Twelve meals a day, on an average, 
are eaten in each of the more than a 
million FARMER’S WIFE homes— 
compared to less than 10 meals _ per 
home in an average city home. 


This does not take into account the 
fact that noon meals and lunches are 
eaten at home on farms—the opposite 
of the city man’s habit of lunching in 
a restaurant. 


HOW THE RICH COUNTY FARM 
MARKET FARMER'S WIFE 

in PARALLELS 
FARMER'S 


' WIFE 
CIRCULATION 
1289 RICHEST Note how 
FARMER’S 
FARM COUNTIES | FARMERS 
bi tion follows close- 


ly the line of the 
1289 farm coun- 
ties with the 
greatest wealth 
according 

U. S&S. 


MAGINE! 40% of America’s 

women—women who are Amer- 
ica’s biggest users, as a class, of 
foods, cleansers, household equipment 
and drugs—with only one magazine 
written really for them! Only one 
woman’s magazine that appeals to 
farm women. Only one magazine 
whose service articles on cooking, 
child-rearing, home-making, fashions 
and health recognize the difference 
between farm women’s problems and 
those of city women. 


No wonder this one magazine— 
THE FARMER’S WIFE—produces 
such amazing results for advertisers. 
For it is the one and only direct road 
to the real interest of over a million 
farm women, selected from the best 
farm homes of the richest farming 
counties in America. Remember that 


—selected, by proven effective means, 
to assure ample buying power. 


THE FARMER’S WIFE reaches 
women with 40% more children to 
feed, clothe and care for; with big 
houses to furnish and keep clean. It 
gives a tremendous consumer bonus 
to food—drug—home equipment— 
soap and cleanser advertisers, and to 
clothing advertisers. Yes, and to cos- 
metic advertisers; because these read- 
ers are women. 


See how this one magazine can in- 
crease your coverage of the rich farm 
woman’s market from 80% to 150% 
over what you are doing now. You 
will find it is more than worth while 
—farm incomes were up over 25% 
in 1934 over 1933 and every authority 
predicts that this increase will con- 
tinue during 1935. Write, and let us 
tell you the full details. 


the TARMERS WIFE 


The Woman’s Magazine With The Fastest Growing Reader Income! 


NEW YORK 
405 Lexington Ave. 


CHICAGO 


307 N. Michigan Ave. 


ST PAUL 
55 E. 10th St. 


SAN FRANCISCO 
55 Montgomery 


HUDSON'S DIORAMIC DISPLAY THEATER 


a 


Motor car company's theater at the recent Toronto and Montreal 


shows. A moving floor within the 


building carried the audience past 


dioramic displays, giving a three-minute pictorial summary of what 
constitutes a modern motor car. 


Fanz Marks 25th | 


Year with “Item” 


John W. Fanz celebrated the 25th 
anniversary of his connection with 
the Item Company, New Orleans, Feb. 
15. The title of business manager 
of the Item Company, publisher of 
the Item and Tribune, has been given 
to Mr. Fanz. This position was 
formerly held by A. G. Newmyer, who 
in January become publisher of the 
Washington Times. Joseph H. Mel- 
cher has been named auditor of the 
company. 

Mr. Fanz has been with the Item 
Company since he was 16 years old, 
and has been auditor and assistant 
general manager. 


New Accounts for 


Curtis-Sanders 


Curtis-Sanders, Oakland, Cal., 
agency, has been appointed to direct 
advertising of Freeman-Cox-Roach & 
Kenney, undertaking firm which is 
advertising for the first time. A 
radio program, to start in March, 
is being prepared. 

The agency has also been named 
to handle the accounts of American 
Academy of Voice, using national 
magazines; Western Bureau of Criti- 
cism, using coast publications, and 
the annual Alameda County Food 
Show, for the Retail Grocers As- 
sociation of Alameda County. 


Tobias Joins Agency; 
Four New Accounts 


Phil W. Tobias, formerly director 
of Phil W. Tobias & Associates, Kala- 
mazoo and Grand Rapids, Mich., has 
been named a vice-president of Sim- 
monds & Simmonds, Inc., Chicago. 

This agency has been appointed 
to handle advertising of Anderson 
Box Company, Indianapolis, chick 
boxes and poultry supplies; Nowak 
Milling Corporation, Hammond, Ind., 
stock and poultry feeds; Wolf Hatch- 
ing & Breeding Company, Gihson- 
burg, O., baby chicks, and Elam 
Sprunger Hatchery, Ft. Wayne, Ind. 


Ainsworth With WCKY 


Arthur Ainsworth, for six and a 
half years staff announcer at WLW, 
Cincinnati, has joined the announc- 
ing staff of WCKY, Cincinnati. 
Maurice Thompson, of the announc- 
ing staff of WCKY, will devote his 
time to program production. 


Design Studio Starts 


An industrial design studio has 
been established at 121 Opera Place, 
Cincinnati, by Vance Gordon Spencer 
and John C. Domoe, as Industrial 
Designers. It will specialize in the 
design of wood, metal, plastic and 
ceramic products. 


Cochtail eur 
Cigarettes in 


Indiana Debut 


Indianapolis, Ind., Feb. 21.—Cock- 
tail Hour Cigarettes, originated by 
C. Bruce McConnell of this city and 
just placed on the market, sold to 
the amount of 4,000,000 during the 
first two days’ distribution. The 
cigarettes come in an artistic pack- 
age of azure blue offset by a black 
band at the bottom. 

The name “Cocktail Hour” is 
printed in black on the blue, star- 
flecked background, while the word 
“cigarettes” appears in white on the 
black band. The package is further 
decorated by a white clock face with 
hands pointing to 5, and a delicate 
cocktail glass superimposed in 
black. 

The package was designed by Wil- 
bur Meese, under the direction of 
Miss Helen Humphreys of the 
Rhoades-Humphreys art studio, of 
this city. 

Cartons and counter displays in 
the same color motif and design will 
be provided by the producers, who 
also expect to carry on an extensive 
advertising program in newspapers, 
posters and radio. 

The company, known as Cocktail 
Hour Cigarettes, Inc., has Mr. Mc- 
Connell as president; E. W. Harris, 
president of Hamilton, Harris & 
Company, wholesale cigars, vice- 
president; and E. H. Schmidt, sec- 
retary-treasurer. 

Cocktail Hour Cigarettes are said 
to have an entirely new flavor and 
are,—quoting from their label,—‘‘a 
blend of Turkish and domestic to- 
baccos that will be appreciated at 
all hours.” The price is 15 cents. 


Four Accounts 


To Martin Agency 


Martin Advertising Agency, New 
York, has been appointed to direct 
advertising of J. W. Roberts & Son, 
cigar makers, Tampa, Fla.; Gordon 
Mfg. Company, New York, special- 
ties; Masterlite Mfg. Company, New 
York, lamps; and Empire State Nurs- 
ery Company, Newark, N. Y. 


Type Plants Merged 


Plants of the American Type 
Founders Company in Elizabeth and 
Jersey City, N. J., will be merged at 
Elizabeth, and after April 1 all manu- 
facturing operations will be con- 


ducted from there. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of ‘ Reserve Illustrations. ”’ 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


~ UNDERWOOD & UNDERWOOD 


NEW YORK 


Over 


CHICAGO DETROIT 
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“MAGNA CHARTA” 
IS PRESENTED 
TO NEWSPAPERS 


Fitzgerald Tells Publishers 
Of New Plan 


St. Paul, Minn., Feb. 21.—Placing 
of general advertising copy at retail 
rates has caused one publisher to 
establish certain classifications 
which will be known as “general” or 
“national,” and which, under certain 
conditions will be charged for at the 
general rate after April 1, 1935. 

This news was brought to the 
Northwest Daily Press Association 
Saturday by John T. Fitzgerald, presi- 
dent of the Newspaper Representa- 
tives’ Association of Chicago, who 
recommended that the newspaper in- 
dustry as a whole adopt some such 
“Magna Charta.” 

The classifications developed are 
tires, radio, heating units, air con- 
ditioning and refrigerators. Oils, 
gasoline and automobiles already 
carry the general rate in this news- 
paper. 

The publisher has laid down this 
schedule: 


Details of Plan 


“1l—Any advertisement exclusively 
exploiting a trade-marked product in 
the above classifications, over the 
signature of a local retailer, will be 
charged at the general rate. 

“2—If the advertisement of such 
product appears in the body of an 
advertisement along with other com- 
modities offered by the advertiser, 
the retail rate will be allowed if 
the copy and cuts about such prod- 
uct do not exceed 20 percent of the 
total advertisement space, or a maxi- 
mum of 24 inches. If, however, the 
specific portion referred to is over 20 
percent or over 24 inches, the gen- 
eral rate will be charged on the en- 
tire space occupied by such portion 
of the larger advertisement. 

“3—If a retailer advertises several 
radios or tires, and so forth, in one 
advertisement without exploitation 
of the individual merits or trade- 
marks, such advertisement will take 
the retail rate.” 

The publisher’s preamble to this 
code, as stated by Mr. Fitzgerald, 
was: 

“A newspaper has two rates for 
display advertising, local retail and 
general (sometimes called ‘national.’). 


Retail Rate Defined 


“The retail rate is lower than the 
general rate, based on volume and 
regular appearance, as well as a re- 
stricted area-producing-value. 

“The general rate is higher, based 
on readiness-to-serve, smaller vol- 
ume, and the fact that all the circu- 


-lation is valuable. 


“If there was no ‘general’ adver- 
tising, the retail rate would have to 
be much higher; therefore, retailers 
are financially interested in the vol- 
ume of general advertising in the 
newspapers. 

“General advertising is disappear- 
ing rapidly, because retailers are al- 
lowing general advertisers to use re- 
tail space at the retail rate, ma- 
terially reducing the average per 
inch which the newspaper gets from 
its total advertising. 


JESS H STRIBLING 


Doers. 


116 S.MICH.AVE..CHICAGO 


“If we raise the retailer’s rate ma- 
terially to offset this average reduc- 
tion per inch, retailers will think us 
unfair and unreasonable. 

“But we must protect our property, 
and we have to receive an average 
rate that is compensatory, or lose 
money. 

“Therefore, we are going to ask re- 
tailers to live up to our contract, 
which requires that they do not sub- 
let our space to other advertisers. 

“To at once eliminate the retail 
fate on all national copy in retail 
advertising would be impracticable. 

“Therefore, we are setting up cer- 
tain classifications which will here- 
after be known as ‘general’ or ‘na- 
tional,’ and under certain conditions 
they will be charged for at the gen- 
eral rate on and after April 1, 1935.” 


Mr. Fitzgerald said that while gen- 
eral advertising rates in newspapers 
have increased during the past 14 
years, the advance has not been 
large in the light of added circula- 
tions. 

“General advertising rates have 
increased in all daily newspapers 
since Oct. 1, 1921, to the present, 41 
per cent,” he explained. “The circu- 
lation increase during that period 
hag been 29.1 per cent. 

“No statistics are available on re- 
tail rate structures, but it is gener- 
ally conceded that there has been no 
such increase recorded as in the gen- 
eral classification.” 

While observing that the question 
of preferential treatment of the re- 
tail structure is a debatable one, Mr. 
Fitzgerald said the theory has been 


based on the thought that news- 
papers were developed to serve 
given communities and were the 
natural medium for promotion of 
trade and social existence in those 
communities. Furthermore, the total 
circulation of a newspaper is not 
always within the trade area of the 
retail advertiser. 


Kruss Opens Office 
for Distributors 


Jay G. Kruss, new executive secre- 
tary of Advertising Distributors’ As- 
sociation, has opened an office at 123 
W. Madison St., Chicago. 

Advertising Distributors’ Associa- 
tion, which is purely a trade organ- 
ization, has no connection with Ad- 
vertising Distributors of America, 
Inc. 


Rambeau Moves; 


Opens Coast Office 


William G. Rambeau, representa- 
tive of radio stations, has moved 
from 360 N. Michigan Ave. to 
Tribune Tower, Chicago. The new 
telephone number is Delaware 3838. 

Mr. Rambeau has opened an office 
in the Russ Bldg., San Francisco, 
with Douglas A. Nowell in charge. 


The Texas Company 


Transfers Ardenphy 


A. R. Ardenphy, assistant manager 
of the Los Angeles district of the 
Texas Company, has been transferred 
to New York as assistant advertis- 
ing manager. 

James A. Tierney, also assistant 
advertising manager, continues in 
that capacity. 


b 


Are they ‘‘AT HOME” 
to your advertising ? 


I wish to say that I am far more im- 
pressed with an ad that appears in Har- 
pers Magazine than I am with one that 
appears in one of the mass publications. 


R.W.P., Greencastle, Ind. 


Could I afford but one magazine out of 
the welter of modern magazines my choice 
would be Harpers. I have grown up with 
it and each year it grows better. read 
it from cover to cover and it leaves no 
mental nausea as many of the magazines 
do that boast of wide circulations. 


J.D., Pittsburgh, Pa. 


In our home we do not take any of the 
so-called magazines of large circulation 
such as the, . . ‘ 
Harpers is the only magazine of its type 
that we take and we enjoy it very much. 

M.H.T., Montclair, N. J. 


Harpers has a place of its own in our 
home. As the reading matter, so the ad- 
vertisement. Jf we see it in Harpers we 
know it is good. I should think that 
especially in these depressed times Har- 
pers ought to be an exceptionally good 
medium of advertising because it reaches 
a class of people who even yet have pur- 


chasing power. 
W.H.B., Baltimore, Md. 


I read Harpers from cover to cover, 
which includes all of the advertising. Pe- 
riodicals in the class with Harpers Mag- 
azine mean more to me because the sub- 
ject matter of the articles printed is more 
thought provoking. think Harpers 
Magazine is more often saved for future 
reference than other magazines. 


R.F., Greenwich, Ct. 


L_ 


[- 


Calling By Appointment? 


DVERTISING cannot produce sales unless it reaches 
people financially able to buy your product, if they 
want it. You can ring doorbells, in the hope that out of a 
thousand rings, you may find a prospect with both the in- 
clination and the means to buy. Or you can concentrate 
upon the people with means, and endeavor to sell them by 


straight-forward advertising. 


REMEMBER THIS:—A million readers of one publication 
may not be able to buy as much as one hundred thousand 
readers of a more vital magazine. When you advertise in 
Harpers Magazine, you advertise to a market financially 
able to respond. As these letters prove, when you advertise 


in Harpers Magazine, you “call by appointment.” 


Harpers 


MAGAZINE 


(ONE of the Quality Group) 
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Giant Clock to 
Tell Montreal 
The Right Time 


Montreal, Canada, Feb. 21.—Ad- 
vertising Dow’s Amber Ale, “the 
largest outdoor clock in the world” 
will be installed in Montreal late 
next summer on the roof of Dow’s 
Brewery, with installation to be ac- 
companied by a dominion-wide ad- 
vertising campaign. 

The clock will have three dials 
facing north, east, and west, each 
dial slightly over 60 feet in diame- 
ter. It will be mounted on a 60-foot 
modernistic steel tower. 

Over ten tons of clock mechanism, 
12 tons of steel hands, and 10,000 
feet of Neon tubing will be used in 
the new timepiece. In addition, 
present plans call for an all-night 
flashing beacon which will be visible 
for 80 miles. The clock is being 
erected in the lower section of the 
city and will be visible for miles in 
all directions. 

The cost of the time-piece is said to 
be in the neighborhood of $125,000. 
About half of this amount, it is re- 
ported, will be spent for promotion 
purposes. 

According to Kenneth P. Dawes, 


vice-president of National Breweries 
Corporation, of which Dow’s Brew- 
ery is a unit, the clock is intended 
as a good-will builder for Dow's ale 
in the Montreal district, now some- 
what lacking in outdoor timepieces. 
In planning national advertising 
which will herald the clock’s instal- 
lation, the company has considered 
the “relationship” between time and 
beer, and will stress the time ele- 
ment. 
Advertising with slogans such as 
“It’s time for Dow's” will appear 
throughout the dominion. Illustra- 
tions of the new clock will be used 
in all copy. 


Account for Modern Art 


Modern Art Studios, Inc., New 
York, has been appointed to design, 
construct and handle the operation 
of an itinerant display program to be 
placed in department stores. Mer- 
chandise of De Long Hook & Eye 
Company, Kleinert Rubber Company, 
Spool Cotton Company and J. Wiss 
& Sons will be dramatized in the 
displays. 


Marvin Directs Course 

Dick Marvin, head of the radio 
department of the Chicago office of 
J. Walter Thompson Company, will 
instruct a course in writing radio 
commercials at the Northwestern 
University evening school of com- 
merce. 


MOVES WEST 


Frederick C. Hanks, formerly of 
the Blackman Company, New 
York, has joined the creative staff 
of Brooke, Smith & French, Detroit. 


N-W Airways Appoint 

Northwest Airways, Inc., Minneap- 
olis and St. Paul, has appointed Bat- 
ten, Barton, Durstine & Osborn, New 
York, as its agency. 


WERE 


TERRE HAUTE 
INDIANA 


Teint bes ( 


SHIPPED 


MISS MACRORIE 
IN CENSORSHIP 
POST WITH NBC 


New York, Feb. 21.—Richard C. 
Patterson, Jr., executive vice-presi- 
dent of National Broadcasting Com- 
pany, today announced appointment 
of Miss Janet MacRorie as head of 
the newly created department of 
continuity acceptance. 

Miss MacRorie has been with NBC 
since last July. She came from the 
Public Service Electric and Gas 
Company (Public Service Corpora- 
tion of New Jersey) where she was 
in charge of new business advertis- 
ing. 

In announcing her appointment, 
Mr. Patterson said: 

“To meet the need for consistent 
checking of material submitted for 
broadcast over National Broadcast- 
ing Company facilities, we have 
established this new department 
whose function it will be to see that 
all material offered for broadcasting 
meets the requirements of NBC pol- 
icies, of fairness to radio listeners, 
of ethical advertising, common sense 
and good taste.” 

Miss MacRorie will work in close 
coeperation with John F. Royal, 
vice-president in charge of programs, 
and Edgar Kobak, vice-president in 
charge of sales. 

Miss MacRorie had experience in 
the theatre both as performer and 
publicity agent. She has had ex- 
tensive newspaper experience as re- 
porter, editor, special story writer 
and has also been connected with 
advertising departments of news- 
papers. 


Employes Get Dividends 
Employes of Proctor & Gamble 
Company, Cincinnati, received $535,- 
000 in profit-sharing dividends in 


‘11934 as compared with $354,000 in 


1933. The profit-sharing plan, based 
on stock ownership, was inaugurated 
in 1887 by the late Col. Wm. Cooper 
Procter. 


Atlanta Club 
Elects New Officers 


Robert E. Martin, advertising man- 
ager, George Muse Clothing Com- 
pany, was elected president of the 
Atlanta Advertising Club Feb. 14, 


succeeding Oscar Strauss, Jr., of 
Rich’s, Inc. 
Other officers: vice-presidents, 


Bruce Moran, Leslie W. Conger and 


Rufus M. Darby; treasurer, Wade 
Murrah; secretary, Julian De La 
Pierriere; sergeant-at-arms, Howard 
Haire. 


Japha Discontinues ; 
Joins Emerson Electric 


Japha Advertising Agency, Buffalo, 
N. Y., has discontinued operation. 
Frank G. Japha, president of the 
agency, and organizer of Allied Ser- 
vice Agencies network, has joined 
Emerson Electric Mfg. Company, St. 
Louis. 

Direction of the network has been 
assumed by Oakleigh R. French, 
president, Oakleigh R. French, Inc., 
St. Louis member agency. 


Agency for Budd 


Edward G. Budd Mfg. Company, 
Philadelphia, maker of the stream- 
lined steel train of the Pennsylvania 
Railroad, has appointed N. W. Ayer 
& Son, Inc., Philadelphia, to handle 
its advertising account. 

The Budd company has received 
two foreign orders, one from the 
Italian government railways for 
fifteen cars, and the other for sixty 
ears for the French government. 


Davey Tree Company 
Selects Gerth-Knollin 


Gerth-Knollin, Advertising Agency, 
San Francisco, has been appointed 
to handle Pacific coast advertising 
of Davey Tree Expert Company, 
Kent, O. 

James R. Torrance, formerly an 
independent commercial artist, has 
been added to the staff of the agency. 
Other recent additions include Betty 
Bowman and John Logan. 


I. C. Promotes Savage 

G. T. Savage has been appointed 
advertising agent of the Illinois Cen- 
tral Railroad Company, Chicago. Mr. 
Savage, who was formerly a passen- 
ger solicitor for the company, suc- 
ceeds D. J. Hearne, who becomes 
office manager. 


Ideas. Information. 
For your greater profit! 


Competition. 


PALMER HOUSE, CHICAGO, 


Suggestions. 


Clues. Hints. 


The Fifth Packaging Exposition, sponsored by the 
American Management Association, will present the equip- 
ment, materials, supplies and services vital to all phases of 
packaging, packing and shipping. 

Concurrent with the Exposition will be a brilliant series 
of Conferences and Clinics related directly to the Show, 
participated in by experts and authorities from all parts of 
the country. From discussions with these experts you can 
obtain invaluable counsel for your own problems, 

An outstanding feature of the Exposition will be a show- 
ing of all entries in the 1985 A. M. A. Packaging Awards 


Special convention railroad rates will apply. 


FIFTH 
PACKAGING 
EXPOSITION 


MARCH 5-8, INCLUSIVE, 1935 
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CANADA CRITIC 
CHARGES FRAUD 
INADVERTISING 


Generalizes in Testimony 
Before Commission 


Ottawa, Canada, Feb. 21.—Closing 
sessions of Canada’s Royal Commis- 
sion on Mass Buying—parliamentary 
body investigating price spreads and 
business practices which has been in 
session for months—were marked by 
a semi-official attack on “fraudulent 
advertising.” 

Appearing before the body, Dr. H. 
M. Tory, head of Canada’s National 
Research Council, stated that the 
Council had uncovered numerous ex- 
amples of what he termed fraud in 
advertising claims. The evidence, 
unfortunately, includes general state- 
ments about the prevalence of false 
advertising claims which tended to 
create the public impression that 
the Research Council revelations ap- 
plied to Canadian advertising as a 
whole whereas examination of the 
specific instances presented to the 
investigators revealed that they were 
almost all small and chiefly local ad- 
vertisers. 

Dr. Tory stated that deception ex- 
isted in the advertising and sale of 
gasoline and lubricating oils. But 
the actual cases presented to sub- 
stantiate the charges included noth- 
ing issued by any national advertiser 
in the field. Names of firms were 
not given in the news reports reach- 
ing the reading public and this fact 
was, therefore, not clear. 


Cites Fake Firm Names 


The research head went on to say 
that certain brands of cheap paint 
were sold under the names of non- 
existent companies “because the 
manufacturers were ashamed to put 
their own names on them.” He re- 
ported “pure silk crepe” selling at 79 
cents per yard which, on investiga- 
tion, contained only 41.4 per cent 
natural silk and “a silver-plated mug, 
selling at $1.50 which was found to 
contain no more silver per unit area 
than a nine-cent butter knife pur- 
chased at a local chain store.” 

Though the evidence, again, did 
not bring this out both these cases 
were examples of local advertising 
by small retailers. The charges, how- 
ever, received national attention. 

A curious item in the evidence 
was the objection to the use of the 
words “Hudson seal’ by furriers in 
advertising, although the words con- 
stitute a registered trade name and 
no secret is made of the fact that 
the fur is not represented as actual 
sealskin. 


Urged Commodity Standards 


Though the Royal Commission 
statements of Dr. Tory were an at- 
tack on advertising, the actual pur- 
pose of his appearance before the 
investigators was to urge formation 
of a committee to establish and 
maintain commodity standards. 

He declared that while the sizes, 
number and dimensions of contain- 
ers for a wide range of products are 
regulated, there is no existing ma- 
chinery for setting and determining 
standards of quality and content of 
the commodities themselves. He ad- 


DISPLAYS & 
EXHIBITS 


vocated legislative changes and the 
formation of an official standardizing 
agency of the government for con- 
sumer commodity standards. 


Refrigerator Dealers 
Establish Regulations 


Rules for advertising and sale of 
electric refrigerators were estab- 
lished last week by the Birmingham 
Electric Refrigeration Bureau. 

Dealers agreed to discontinue 
offers of bonus merchandise of any 
kind, and to avoid criticism of a 
competitor’s product. Home demon- 
strations are outlawed, as well as 
trade-ins, except for other electric 
refrigerators. Uniform terms and 
carrying charges are prescribed. 


Financial Advertisers 
of N. Y. Elect Wilson 


Edwin Bird Wilson, president of 
Edwin Bird Wilson, Inc., has been 
elected president of the New York 
Financial Advertisers’ Association. 

William G. Rabe, vice-president, 
Manufacturers Trust Company, is the 
retiring president. 


NEW TRADE MARK 


K 


TARZAN 
BREAD 


EEPS YOU HEALTHY 


Advance Baking Company, owned 
by independent grocers of Kansas 


City, has started a ye oe 
campaign on 


ed 


its new crac 


wheat bread. The loaf will be 


wrapped in a printed Revelation 


cate 


Cel _—e window wrapper fabri- 


by Milprint Products Cor- 
poration, Milwaukee. 


Buick Advances 


Corpe, Stewart 


Thomas H. Corpe has been ap- 
pointed director of advertising and 
sales promotion of Buick Motor Com- 
pany, Flint, Mich. The sales promo- 
tion and advertising departments of 
the company have been combined. 

Mr. Corpe joined the company in 
January, 1934, as advertising man- 
ager, coming to Buick from the Gen- 
eral Motors of Canada, where he 
acted in a similar capacity. 

Ralph H. Stewart, formerly sales 
promotion manager in the company’s 
Philadelphia zone, has been named 
assistant sales promotion manager of 
the Buick Motor Company. 


Lampman Starts Firm 


Demary Lampman has opened ad- 
vertising and merchandising offices 
in the Brisbane Bldg., Buffalo, N. Y. 
Mr. Lampman has been director of 
publicity for Fidelity Trust Company, 
its successor, Manufacturers and 
Traders Trust Company, and more 
recently was with Wolf, Barry & 
Lampman, Buffalo. 


College Offers 


Two New Courses 


Central Y. M. C. A. College, Chi- 
cago, is offering two new weekly 
courses, radio advertising and busi- 
ness journalism, which started Thurs- 
day evening, Feb. 14. Both will run 
for 17 weeks. 

The course in radio advertising is 
instructed by Gordon Bamberger of 
Blackett-Sample-Hummert, and that 
in business journalism, by John L. 
Scott, of Printed Salesmanship. 


Battelle Is Editor 


Phil Battelle, Los Angeles, has ac- 
quired control of Western Furniture 
Retailing, and has been named man- 
aging director of the Retail Furni- 
ture Association of Southern Cali- 
fornia. 


-Miss Sutherland to CBS 


Dorothy Sutherland, formerly radio 
editor of Advertising ¢ Selling, has 
been placed in charge of the trade 
news division of Columbia Broad- 
casting System, New York. 


cess. 


A statement from 


VINCENT ASTOR 


URING the first sixteen months 

in the life of TODAY, many 

questions have been asked con- 
cerning America’s newest Weekly. Per- 
haps the most frequent, and assuredly the 
easiest for me to answer, relates to the 
magazine’s permanency. At no time since 
TODAY?’S inception have the Publisher 
and Editor felt greater assurance of suc- 
The enthusiastic support given by 
the growing numbers of our readers has 
offered us a measure of encouragement 
beyond earlier expectations. 


The advertising profession can confi- 
dently expect that we shall retain for 


TODAY the position of “the most quoted 
magazine in America” (TIME)—and in- 
crease our voluntary circulation with the 
most scrupulously tested and approved 


methods. 


There are honest differences of opinion 
among the readers of TODAY upon all 
the great problems in public affairs mir- 
rored by the Magazine. And by the same 
token our entire readership is one of 


“cover to cover” intensity. 


This, I would suggest, makes TODAY 
an effective advertising medium. 


Vincent Astor. 


An occupational survey of 20,000 readers picked at random is available through 


the Advertising Manager at 152 West 42nd Street, New York, N. Y. 


TODAY 


RAYMOND MOLEY, Editor 


VINCENT ASTOR, Publisher 


* 
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DENTISTS’ COPY 
BECOMES ISSUE 
IN TWO STATES 


One Would Bar, Other Reg- 
ulate It 


Omaha, Neb., Feb. 21.—The Omaha 
Advertising Club has registered em- 
phatic opposition to Senate Bill 100, 
section 7, the purpose of which is 
to regulate advertising of the dental 
profession. The bill provides: 

“It shall be unlawful to make use 
of any advertising statements of a 
character tending to deceive or mis- 
lead the public; to advertise profes- 
sional superiority or the perform- 
ance of professional services in a 
superior manner; to advertise prices 
for professional service; to adver- 
tise by means of large displays, glar- 
ing lighted signs, or containing as 
a part thereof the representation of 
a tooth, teeth, bridge work or any 
portion of the human head; to em- 
ploy or make use of advertising 
solicitors or publicity press agents; 
or to advertise any free dental work 
or free examination; or to adver- 
tise to guarantee any dental service 
or to perform any dental operation 
painlessly. Provided that this sub- 
section 7 shall apply only to the 
dental profession.” 

In explaining the position of the 
advertising club, William H. Kearns, 
president, said: 


Views of Club 


“It comes within the province of 
organized advertising to oppose all 
forces, legislative or otherwise, that 
are detrimental to the cause of ad- 
vertising. In the case of Senate Bill 
100, section 7, the Omaha Advertis- 
ing Club is heartily in accord with 
those paragraphs which seek to out- 
law unfair or dishonest advertising; 
but we believe that it is not the 
function of legislators to define pro- 
fessional ethics in terms of modest 
advertising or to measure such mat- 
ters in terms of any prescribed 
number of inches. Goods or services 
which it is legal to sell, should be 
legal to tell about, always providing, 
of course, that the telling is truthful 
and honest.” 

The club adopted a caustic reso- 
lution which said: 

“The Omaha Advertising Club is 
opposed to the principle of regulat- 
ing by law the size of type, the size, 
kind or subject of illustrations used 
in advertising, or the prices for 
goods or services shown in adver- 
tising. 

“Furthermore, the club believes 
that this Senate Bill 100, if passed, 
would establish a dangerous prece- 
dent. The whole commercial prog- 
ress of our country has been made 
possible by the freedom of business 
men to sell new ideas, new inven- 
tions, better and less expensive 
goods or services to the people 
through the medium of advertising. 

“No law ever written can make 
exact provision for weighing or 
measuring advertising.” 


DENTIST FIGHTS 
MISSOURI MEASURE 


Kansas City, Mo., Feb. 21—A. J. 
Rust, DDS, of Kansas City and 
St. Louis, took a blast in daily 
papers of those cities this week to 
register his strong and unequivocal 
disapproval of the bill introduced in 
the Missouri legislature which would 
make advertising by a licensed den- 
tist sufficient cause for revocation 
of license. 

“The doctor of dental surgery is 
required to do advertising in vari- 
ous forms,” said the doctor’s copy 
in rebuttal. “Some do it by joining 
lodges, some do it by politics and 
some do it with clubs, all to the 
point of building a practice, or busi- 
ness or trade. The manufacturers 
of dentifrices, using newspaper, 
magazine and radio advertising, have 
taken advantage of the research and 
laboratory findings of the medical 
profession to point out that the 


cleanliness of the mouth and the 
care of the teeth contribute in a 
high degree to the general health.” 

Dr. Rust pointed out that he has 
been licensed in Missouri since 1911 
and that his advertising, together 
with that of manufacturers of denti- 
frices, has helped educate the public. 

“If such a law is enacted,” he 
asked, “would it not be discrimina- 
tory and would it not tend to provide 
those members of the dental pro- 
fession who wish it with such a 
cloak as to permit incompetence and 
exorbitant prices?” 


Gilbert Succeeds Dorsey 

S. Price Gilbert, Jr., has been ap- 
pointed advertising manager of the 
Coca-Cola Company, Atlanta, succeed- 
ing the late Roy Dorsey. 


Writers’ Love 
Of Prunes Told 
To Their Fans 


San Francisco, Cal., Feb. 21.—The 
discovery that four widely known 
contributors to Cosmopolitan either 
like prunes or know gourmets who 
do was the genesis of an interesting 
special campaign now running in 
that magazine, with United Prune 
Growers of California as the spon- 
sor. 

In the March issue, Faith Bald- 
win espouses the cause of the once 
despised fruit. “In our house,” she 
is quoted, “we think they’re pretty 
elegant, and eat them nearly every 


morning, just because they’re good.” 

Captain Achmed Abdullah will 
take up the story in the April issue, 
discussing “Prunes, their Relation to 
Capons and Cocktails,” and adding, 
“I have been all my life a stout and 
loyal ally of this elegant fruit.” 

These warm testimonials followed 
inclusion of prunes on the “All- 
American” list of Damon Runyon, 
who described them as “a dish fit 
for the gods.” 

The series was inaugurated by O. 
O. McIntyre, noted columnist, who, 
after some sleuthing, was able to 
report that the favorite breakfast 
dish of Oscar of the Waldorf is 
prunes. 

“All wrestlers,” he continued, “in- 
cluding the two hefty Jims, Londos 
and Browning, go for the prune. 


Also Helen Wills and the late Lillian 
Leitzel of the flying rings. In fact 
the prune appeals to brawn, or so 
the legend has it.” 

California prune industry adver- 
tising is placed by the local office of 
Lord & Thomas. 


Rotan Joins F-H 


Edward Rotan, formerly with the 
New York stock exchange firm of 
Jesup & Lamont, has joined Ferry- 
Hanly Advertising Company, New 
York. 


Names Addison Vars 


The Victor Safe & Equipment Com- 
pany, North Tonawanda, N. Y., has 
appointed Addison Vars, Inc., Buffalo. 
Trade papers and general magazines 
will be used. 
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163 Homes Painted For Every 
100 National Lead Inquiries 


Digest Readers Respond To 
Latest Paint Survey 


Check Dutch Boy Jobs 


Digest Second In Low 
Cost Per Inquiry 


NEw YorK, February 23—‘“163 house 
paintings per 100 inquiries!’ “Second low- 
est cost per inquiry !’”—and The National 
Lead Company swings into line with other 
leading national advertisers who, in 1934, 
used the pages of The Literary Digest to 
secure exceedingly satisfactory advertis- 
ing returns. 

Throughout the past months The 
Digest, working in conjunction with a 
strictly impartial agency, has conducted 
10 sales-inquiries for the benefit of their 
advertisers. In each case a simple letter 
and questionnaire were mailed requesting 
information, incurring no expense to the 
reader, and requiring only a few minutes 
of spare time. The 1,000,000 Digest reader- 
families responded readily. In every in- 
stance the percentage of returns has been 
high, an indication of intense reader in- 
terest and friendly cooperation with the 
publishers. 


Dutch Boy Survey Results 


And now the results of The National 
Lead Company survey are revealed, prov- 
ing again the Digest formula that, among 
national weeklies, it offers an excellent 
return for a small expenditure. Returns 
show that for every 100 inquiries from 
Digest readers, 163 houses were painted 
with Dutch Boy White Lead. These house 
paintings resulted from direct response to 
Digest advertising or from passing the 
word along to friends. 

In this latest survey The Digest was 
only exceeded in low cost per inquiry by 
“Better Homes and Gardens,” a distinctly 
home-owners publication. 

Other surveys conducted for such lead- 
ing manufacturers as Remington Rand, 
American Safety Razor, Armstrong’s 
Linoleum, American Optical, Frank E. 
Davis Fish, Lane Bryant, New England 
Council, Wright Arch Preserver Shoe, 
Eberhard Faber Pencils and Continental 
Oil, have all developed tangible evidence 
of substantial sales at low cost. 


CREATES FUROR 
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k DIGEST MOTORISTS ARE GOING 
PLAGES AND BUYING THINGS” 


f 


This Conoco Travel Bureau brochure, re- 
cently mailed by The Digest, is rt serge 
widespread discussion among automotive ad- 
vertisers for the decisive manner in which it 
confirms The Digest automotive poll. 


Lane Bryant Space 
Doubled for 1935 


1934 Returns More Than 
Twice Those For 1933 


NEw York, February 23—‘“‘We have 
been so well pleased with the results of 
our advertising in The Digest”—(twice 
as many returns in 1934 as in 1933)— 
“that we have planned to double our space 
in your publication for 1935,” declared 
M. Berman, advertising manager for Lane 
Bryant, in a recent letter to The Digest. 

Not bargain basement merchandise. 
Lane Bryant deals with intelligent women, 
seeking a quality product. Increased space 
for 1935 is evidence that The Digest, 
proven medium for intelligent men, 


reaches also discriminating women. 


Travel Study | 
Cheeks Poll 


Conoco Findings Confirm 
Automotive Prediction 


Provoke Much Comment 


Results Click Despite 
Different Survey Areas 


NEw YorK, February 23—Recently The 
Literary Digest conducted an automotive 
poll to determine the 1935 motor car re- 
quirements of its 1,000,000 reader-fami- 
lies. The results of this poll bore out a pre- 
diction made by motor car manufacturers 
—that 1935 would see increased activity 
in all automotive lines. 

Upon publication of these results dis- 
cussion became rife in automobile circles. 
Some questioned the magnitude of the 
market predicted—others wanted further 
proof. On the other hand, sales managers 
in addressing their distributors urged 
them to heed this prediction and use it to 
advantage. 

Now—The Literary Digest has mailed 
a brochure containing an analysis of re- 
sults obtained by a 1934 Digest campaign 
on behalf of the Conoco Travel Bureau, 
subsidiary of The Continental Oil Co. 

Reveals Activity 

This survey, separately conducted by 
an outside agency, and in no way intended 
as a check on the larger poll, nevertheless 
emphatically reaffirms the Digest claim of 
great automotive activity in its market. 
Covering only Digest readers responding 
to the Travel Bureau advertising, it re- 
veals, despite its smaller scope, a high 
ratio of gasoline consumption by touring 
Digest readers. 

Project this lesser survey onto the 
greater automotive poll (conducted in the 
same manner by which results of national, 
city, and special elections have been accu- 
rately forecast), multiply by the many 
more thousands who replied to the auto 
poll, and the conclusion must be that here 
is a banner market for all automotive 
products. Remember, too, that purchasers 
of automotive products are excellent pros- 
pects for food, clothing, razors, shaving 
cream, insurance, and all manner of other 
non-automotive merchandise. 
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February 23, 1935 


ADVERTISING AGE 


All-Year Club 
Turns Eyes on 
Summer Trade 


Los Angeles, Cal., Feb. 21.—The 
All-Year Club of Southern California, 
one of the largest, oldest and most 
successful community advertisers, 
will launch a new magazine cam- 
paign this month to laud the glories 
of the Golden State in summer. 

The campaign is designed to per- 
suade prospective summer visitors 
that Southern California offers a 
greater change and variety of attrac- 
tions than other resorts and that a 


tical in the two weeks’ time com- 
monly allotted for that purpose. 

Lord & Thomas, placing the cam- 
paign, has tried to keep the approach 
to this basic argument fresh and 
interesting by means of a variety of 
techniques, while avoiding the ex- 
travagant superlatives of which 
travel advertising and loyal Califor- 
nians are sometimes guilty. 

Some pages are in color; both these 
and others in black and white lean 
heavily on photographs to depict the 
joys of California’s outdoors. 

All-Year Club was founded in 1921 
as a non-profit organization and has 
since advertised without interrup- 
tion. Don Thomas is managing di- 
rector, and Ross Welch, chairman of 
the advertising committee. 


through June, are Atlantic Monthly, 
Cosmopolitan, Fortune, Harper’s, 
The Literary Digest, National Geo- 
graphic, The New Yorker, Review of 
Reviews, The Saturday Evening Post, 
Time, and Vanity Fair. Also to be 
used are several teachers’ papers, 
including Grade Teacher and Instruc- 
tor. 


New Bamberger Branch 

L. Bamberger & Co., Newark de- 
partment store, will open a new 
branch on the Atlantic City board- 
walk. 


Nason Selects Hazard 

Nason Mfg. Company, New York, 
steam specialist firm, has appointed 
Hazard Advertising Corporation, 


Frank W. Atherton 
With Martin, Inc. 


Frank W. Atherton, formerly of 
Animated Advertising Display Com- 
pany and Atherton-Grummett Com- 
pany, Detroit, has joined Martin, Inc., 
Detroit agency, as a vice-president. 
He will act as account executive and 
consultant in creative ideas and point 
of contact merchandising material. 

C. S. Dent & Co., makers of Dent’s 
toothache gum, and Business News 
Publishing Company, publisher of 
Electric Refrigeration News, have 
appointed Martin, Inc., to handle 
their accounts. 


F. A. A. Plans Meet 


The Financial Advertisers’ Associa- 
tion will hold its annual convention 


Southern California vacation is prac- On the 


schedule, which 


runs| New York, as advertising agent. 


in Atlantic City, N. J., Sept. 9-11. 
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Larger Space Units 
Pay In Digest 


Advertisers See Increased 
Space as Profitable 


NEW YoRK, February 23—Studies by 
research men have often seemed to sup- 
port smaller units of space, especially 
where direct returns were desired rather 
than institutional or product prestige. 

The Literary Digest, however, appears 
to be different from most magazines in 
this respect because its rate is low and 
because it has so potently stimulated the 
interest in advertising among its readers 
A Rs amead mailing of The Advertising 

uide. 


Digest Insertions Lead 


The Frank E. Davis Fish Company’s ex- 
perience in The Digest is a case in point. 
They used eight insertions in 1933 and 
again eight insertions in 1934, whereas no 
— medium has ever had more than 
three. 


Remington Rand, Inc., says: “For your 
information, I might add that we have 
been able to increase our space on the 
basis of sales in many other publications 
but we have not been able to increase 
it to the same extent we have in The 
Literary Digest.” 
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Published only by The Digest, this Advertis- 
ing Guide, now in its third year of publica- 
tion, is evidence of cooperation between 
publisher and advertiser. 


LESSON! 


No one in advertising need 
have grayed his hair to learn 
this lesson. 


When an advertiser wants his 
story to reach the greatest 
number of people at the lowest 
expenditure, he doesn’t seal it in ~) 
an envelope—and mail it under first 

class postage. Instead he runs an ad- 
vertisement, which, after all, is such a 
message, delivered by the publisher for 
the advertiser. The advertising rate is 
the postage that delivers this message. 


The Literary Digest guarantees to de- 
liver one million copies to good buying 
families at a rate lower than has ever 
been charged for a similar delivery. 


3 News -Week delivers 1,000 Page 


FOR BIG RESULTS AT LITTLE COST 
THE LITERARY DIGEST 


COMPARE! 


> 
2 The Literary Digest de- 
\. 2. livers 1,000 Page Adver- 
QC. tisements for $2.40 
~~ Time delivers 1,000 
te a Page Advertisements for 
$3.68—53% Excess 


Advertisements for $3.50—46% Higher 


New Yorker delivers 1,000 Page Adver- 
tisements for $8.26—244% More 


*Saturday Evening Post delivers 1,000 
Page Advertisements for $2.67 


*Collier’s delivers 1,000 Page Advertise- 
ments for $2.62; Cosmopolitan delivers 
1,000 Page Advertisements for $2.71; 
American delivers 1,000 Page Advertise- 


ments for $2.50 
* Larger Page Size 


Unique Book 
Aids Readers 


Advertising Guide Now 
in Its Third Year 


Designed for Selling 


Readers Tell Appreciation 
of Digest Catalog’s Value 


NEW YORK, February 23—A striking 
example of unique cooperation between 
publication and advertiser is the ““Adver- 
tising Guide” published only by The 
Literary Digest. 

Thus—to the printing and delivering 
of magazine advertising The Digest has 
added a service that multiplies the cer- 
tainty of sales. 


An education in buying, The Guide is a 
jog to the memory long after a particular 
advertisement has gone the way of all 
back numbers. 

Build Preferred List 

“We have led the way in building a pre- 
ferred list of prospects for the advertised 
product,”’says an executive of The Literary 
Digest. “Editorial content, rates, type of 
reader—all are of consequence—and The 
Digest adds to these the determination on 
the part of the publisher to make adver- 
tising pay. 

“The Digest is three years ahead of 
other magazines in building up a follow- 
ing for THE LITERARY DIGEST ADVERTISING 
GUIDE TO GOOD PRODUCTS—of which more 
than three million copies have been issued. 


“From time to time special issues are 
printed, such as the Automobile Issue in 
January 1935, for which thousands of 
requests have been received. 


Readers Enthusiastic 


“Foods and Beverages, Home Furnish- 
ings, Toilet Articles, Building Materials 
—all are covered—and the testimony of 
our readers is enthusiastic and practical.” 

One executive writes—“Some months 
ago I saw an ad in The Digest run by 
Burberry’s. I knew the product and so 
did not consciously digest the ad... when 
along came the little booklet you send out 
listing all your advertisers and their prod- 
ucts. There I found Burberry and in due 
course of time bought one of their coats.” 

And another—“We appreciate your 
courtesy in listing our company under the 
heading ‘Leading Manufacturers.’ The 
Advertising Guide always contains inter- 
esting and up-to-date information.” 

The publishers of The Literary Digest 
will be glad to send anyone interested a 
copy of this booklet which so entertains 
and interests Digest readers. 


WINS PROMOTION 


Sam A. Stephens, who will direct 
Nu-Enamel sales and advertising. 


NU-ENAMEL TO 
ENTER FIELD OF 
HOUSE PAINTING 


Chicago, Feb. 21—With aggressive 
expansion of Nu-Enamel Corporation 
into the house-painting field, Presi- 
dent C, L. Lloyd has appointed Sam 
A. Stephens as director of sales and 
advertising and Charles E. Steffey 
to lead the house-paint division. 

The company’s objective in 1935 
ineludes expansion to 475 retail 
stores, all independently owned, and 
8,000 dealer outlets. More than 400 
of the former are now in operation 
with their distinctive fronts and 
unique methods of window appeal. 

Territorial and divisional meetings 
will start early in the spring, fol- 
lowed by intensive sales effort to 
the house-owner by 1,200 trained 
specialty salesmen. A special corps 
of 15 picked men has been operating 
all winter in selected sections of the 
South to make certain that every 
phase of the nationwide sales drive 
is pre-tested. 

Mr. Lloyd started Nu-Enamel Cor- 
poration in 1930 with $4,000 and 
an idea. Volume in 1934 exceeded 
$5,000,000. 

Mr. Stephens, the new advertising 
manager, is a veteran of the auto- 
mobile industry, where he was suc- 
cessively dealer and distributor. He 
has been with the distributing sub- 
sidiary of Nu-Enamel for a year. 

Mr. Steffey, head of the new divi- 
sion, was for many years general 
sales manager of National Cash 
Register Company. 


Breckinridge, 
Noted Kentucky 
Publisher, Dies 


Lexington, Ky., Feb. 21.—Desha 
Breckinridge, publisher of the Lez- 
ington Herald, died here Tuesday. 
He was 67 years old. 

A complication of diseases which 
attacked him months ago ended Mr. 
Breckinridge’s career of nearly forty 
years in Kentucky journalism and 
politics. 

He had directed the course of the 
Lexington Herald since 1897 when he 
became manager, during the editor- 
ship of his father, William Campbell 
Preston Breckinridge. The next year 
he bought the paper and became its 
editor on his father’s death in 1904. 

The publisher turned to the news- 
paper business after experience at 
the law, for which he was educated 
at Princeton. He resigned as deputy 
collector of internal revenue to enter 
the Spanish-American War as aide- 
de-camp on the staff of his uncle, Maj. 
Gen. John Cabell Breckinridge. 


Bass-Luckoff Moves 


Bass-Luckoff, Inc., Detroit agency, 
has moved to larger quarters at 607 
Lafayette Bldg. 
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ADVERTISING AGE 


February 23, 1935 


Cromwell Increases 
His Agency Holdings 

James H. R. Cromwell, whose mar- 
riage to Doris Duke, tobacco heiress, 
was given wide publicity in the daily 
press, will not only not retire from 
the advertising business, but has ex- 
tended his holdings in the H. R. 
Doughty Company, according to the 
head of the New York agency. 

It was reported in some quarters 
that Mr. Cromwell would abandon 
the advertising field. 


To Push “Baby Bonds” 


Ray Tucker, recently on the staff 
of Collier’s, and formerly with 
Scripps-Howard Newspapers, has 
been retained by the U. S. Treasury 
Department to handle a publicity 
campaign on the forthcoming issues 
of “baby bonds.” He is expected to 
serve for six months. 


A manufacturer’s 
most perishable 


ASSET 


On every hand today forward- 
looking leaders are picking up 
the interrupted threads of their 
businesses. They are checking 
their products against new re- 
quirements, rebuilding their or- 
ganizations to meet production 
conditions, surveying their chan- 
nels of distribution in the light 
of what they have learned since 
1929. All these are essential 
steps in the process of resump- 
tion. 


Most urgent is the need to re- 
sume that vital process of re- 
building acceptance and recog- 
nition, for these are at once the 
most perishable and the most 
valuable assets of any business. 
Factory buildings may be slicked 
up, new equipment may be in- 
stalled, even the product itself 
may be redesigned and ‘im- 
proved, but unless the name and 
the product of a house are kept 
up front in the mind of its mar- 
ket, all the rest may be wasted 
effort and expense. 


What the maker knows about 
his product does not make a 
prosperous business. Even a 
worthy product may fail to 
make it. 


The one factor that makes or 
breaks a business is what the 
market thinks of the house and 
its product. 


In this day of business re- 
sumption and rebuilding, no one 
value deserves more earnest or 
immediate consideration than 
that of reputation. Without it 
every manufacturer’s plant is 
but a pile of building materials 
and his product but a more or 
Jess interesting toy. 


* * * * * * 


Manufacturers doing business 
with the construction industry 
have the ways and means of 
guarding this perishable asset in 
a continuity schedule of adver- 
tising in— 


McGrew Hill Publications 
330 W. 42nd St., New York 


DEPARTMENT OF COMMERCE SHOWS BUSINESS MARCH TO RECOVERY 


ESTIMATED TOTAL NET SALES OF RETAILERS, BY KINDS OF BUSINESS, 1929 to 1934, INCLUSIVE * 
(Millions of Dollars) 
KIND OF BUSINESS 1929 1930 1931 1932 1933 1934 1934 Percent of 1929 Sales Percent change 
Actual Est. Est. Est. Actual Est. Percent of 1930 1931 1932 1933 1934 1934 over 1933 
Total 49,115 42,849 35,414 25,597 25,037 28,548 . 100.0 wid = m i 7 sm 
Food Group 10,837 10,287 8,994 7,261 6.793 7,269 25.5 95 83 67 63 67 + 7 
Restaurants and Eating Places 2,125 2,061 1,934 1,636 1,430 1,687 5.9 97 91 77 67 79 +18 
Farmers' Supply - Country General Stores | 3,690 2,830 2,028 1,218 1,561 1,8u2 6.5 7 5 33 we 50 + 18 
Departnent » Dry Goode and Other General | 5,093 4,665 4,176 3,208 2,993 3,352 11.7 g2 82 63 59 66 +12 
Mail Order, Catalogue Only uh7 ug 259 201 220 275 1.0 76 58 4S 49 62 + 25 
Variety Stores goku 832 787 660 678 que 2.6 92 87 73 75 82 + 9 
Apparel Group 4,241 3,920 3,496 2,331 1,923 2,269 7-9 92 82 55 45 5h +18 
Automotive Group 9,616 7,800 6,000 3,843 4,419 5,391 18.9 81 62 ho M6 56 + 22 
Furniture and Household Group 2,755 2,200 1,618 895 959 1,132 4.0 so § 32 3% +18 
Lumber, Buildim, and Hardware Group 3,846 3,110 2,006 1,389 1,343 1,5uh 5.4 81 52 36 35 40 +15 
Cigar Stores 410 353 314 225 190 209 Pp 86 77 55 M6 51 + 10 
Drug Stores 1,690 1,554 1,438 1,182 1,066 1,173 4.1 92 8 70 63 6&9 +10 
Jewelry Stores 536 381 301 188 175 201 7 Tl 56 35 #33 «38 +15 
Second-hand Stores 14g 137 123 112 105 115 4 93 s& 7 TL 78 +10 
Other Retail Stores 2,777 2,350 1,940 1,248 1,182 1,347 4.7 8 70 4 ws lo + 14 
* 1929 figures are actual data taken from the Census of Retsil Distribution. 1933 figures are actual data taken from the 1933 Census of 
American Business. The years 1930, 1931, 1932, 1534, are estimates based on trends of currently published statistics. 


NATIONAL GAIN 
IN 1934 PLACED 
AT 14 PER CENT 


Country’s Volume Reaches 
25 Billion 


Washington, D. C., Feb. 21.—Mail 
order houses showed the greatest 
increase in retail sales for 1934, ac- 
cording to a report by Nelson A. 
Miller, of the Marketing Research 
and Service Division of the Bureau 
of Foreign and Domestic Commerce, 
made public today. 

Catalog sales of mail order 
houses ranked first in gains, the in- 
crease being 25 per cent. The auto- 
motive trade group was second with 
a 22 per cent increase, with restau- 
rants, apparel stores, farmers’ sup- 
ply and country general stores, and 
furniture and household stores, rank- 
ing next with an increase of 18 per 
cent each. Lowest increases were 
registered in the food group with 7 
per cent and variety stores with 9 
per cent, according to the Bureau’s 
compilation. 

Retail sales for the United States 
are estimated at $28,548,000,000 for 
1934 as compared with $25,037,000,- 
000 for 1933, an increase of 14 per 
cent. 

The figures are said to be reliable 
current statistics, constructed trade 
by trade to arrive at a national total. 


Recovery Is Analyzed 


Total retail sales in 1934 recov- 
ered to a point where they were 58 
per cent of the 1929 total. They had 
reached a point in 1933 where they 
were but 51 per cent of the 1929 
total. The low point was reached in 
1933 in all groups with the excep- 
tion of the following: farmers’ sup- 
ply and country general stores, mail 
order business, variety stores, au- 
tomotive group, and furniture and 
household stores. These groups 
reached the low point in 1932 and 
each of them showed an increase in 
1933. Their recovery laid the foun- 
dation for the general increase of 
1934 and was responsible for the 
fact that total sales in 1933 were but 
2 per cent below those of 1932, it 
was stated. 

Retail groups hit hardest during 
the depression were furniture and 
household, with a low point in 1932 


of 32 per cent of 1929 sales; jewelry 


stores, with a low point in 1933 of 
33 per cent; farmers’ supply and 
country general stores, with a low 
point in 1932 of 33 per cent; and 
lumber, building and hardware, with 
a low point in 1933 of 35 per cent 
of 1929 sales. 

Groups least affected by the de- 
pression were variety stores, with 
a low point of 73 per cent of their 
1929 sales; restaurants and eating 
places, 67 per cent of their 1929 
sales, and second-hand stores with 
71 per cent of their 1929 sales. Of 
these groups, variety stores, largely 
composed of chain organizations, 
lost less than any during the depres- 
sion. A part of their lost ground 
was recovered in 1933. 

Pointed out as of particular in- 
terest in the estimates is the show- 
ing of restaurants. The 18 per cent 
increase in sales in 1934 was due 
largely to repeal, it was said, which 
aside from adding dollars to the 
business of established concerns, 
was responsible for a large number 
of new restaurants, taverns, and 
similar establishments. 

The automotive group ranked sec- 
ond throughout the entire period 
covered. 


Guardian Life, 
75 Years Old, 
To Advertise 


New York, Feb. 21.—For the first 
time in its history, extending back 
75 years, Guardian Life Insurance 
Company will advertise nationally, 
beginning in about a month. Hanff- 
Metzger, Inc., is in charge of the 
account. 

Tests are being conducted in the 
New York Times Magazine. The first 
insertion in the general campaign 
will be an advertisement which pulled 
well earlier in the current series of 
tests. Later advertisements have 
not been selected yet. 

One of the features of the adver- 
tising will be the use of a slogan 
submitted by Hanff-Metzger. It will 
probably be linked with the logotype. 
It stresses the fact that this first 
campaign comes as an important 
item in the celebration of the insur- 
ance company’s 75th anniversary. It 
reads, “Guardian of American Fami- 
lies for 75 years.” 

The mediums to be used are Col- 
lier’s, Parents, Saturday Evening 
Post, Time and Times Magazine. A 
greater part of the space bought will 
be used in the spring and fall insur- 
ance selling seasons, with a sprink- 
ling of smaller insertions in between. 


is one of the first 20 in size, its as- 
sets totaling some $103,000,000. 


Nixon Incorporates 


Application for articles of incor- 
poration for Nixon Newspapers, Inc., 
Indianapolis, has been made by the 
widow and two sons of Don M. Nixon, 
owner of the chain, who died re- 
cently. 


Weekly Expands 


West Bend, Wis., News has ad- 
vanced its publication day from Fri- 
day to Thursday and increased the 
paper to 10 pages, effective Feb. 21. 


To Start Campaign for 
Good Luck Gasoline 


Ohio River Refining & Terminal 
Company, Cincinnati, O., will launch 
a campaign for Good Luck gasoline. 
Newspapers, direct mail, and other 
mediums will be used. 

Frank J. Hall has been elected 
president of the company, a combi- 
nation of independent oil companies. 


Foote Moves Office 


N. Frederick Foote, publishers’ rep- 
resentative, New York, has moved to 


new quarters at 70 Fifth Avenue. 


= families. 


MANUFACTURER : 


setting up his distribu- = 

tion in the Middle West, = 
would hardly entertain a proposal delib- 
erately to ignore the City of Cincinnati 
—a sales potential of more than 100,000 


Yet that is exactly what the adver- 
tiser does, who endeavors to cover the 
news-magazine field without the use of 

=== NEWS-WEEK. 
© It is NEWS-WEEK’s 100,000-and- 
more that completes the penetration of 
one of the advertising industry’s most 
B ecaraoniens markets, 


Guardian Life Insurance Company 
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ILLUSTRATION IN PRIZE-WINNING BOOKLET 


Flames are more dramatic, but no more destructive than the unseen moth. That 

is the moral of this design, part of Dale Nichols’ display, awarded honorable 

mention in the annual exhibit of the Chicago Society of Typographic Arts. 
(Story on Page 28.) 


INDEPENDENTS 
IN DRUG FIELD 
RENEW EFFORTS 


Wage Cooperative Campaigns 
In Connecticut 


Hartford, Conn., Feb. 21.—Inde- 
pendent retail druggists throughout 
Connecticut are showing keen inter- 
est in cooperative merchandising 
programs designed to meet the com- 
petition of so-called cut-rate outlets 
and perfume shops. Cooperative ac- 
tivities are now being sponsored by 
druggists in at least four cities. At 
least one of these competes with lo- 
cal newspapers. 

Under sponsorship of the Hartford 
County Retail Druggists’ Association, 
the Connecticut Druggists Exchange, 
Inc., has been organized in this city 
as a collective buying agency. A 
warehouse has been opened at 155 
Temple St., with a paid personnel. 
Druggists who find difficulty in fi- 
nancing their own purchases can ob- 
tain loans through the Hartford 
County Druggists’ Mutual Loan As- 
sociation, Inc. 

In addition to quantity buying as 


Now on the Press — 
The biggest advertising 


issue in three years 
April Radio News 


/ / 


MAY ISSUE 
COPY DUE 


MARCH 


A eee \ 


461 8th Ave., NEW YORK, N. Y. 
a Western Office 
H. D. Ceippen &| Virgil Malcher 
W. 'P. Jeffery | 205 W. Wacker Dr. 
461 8th Ave. Chicago, Ill. 
New_York, 
Telephone: Telephone: 
BRyant 9-3142 Randolph 7100 


a means of reducing cost and thus 
enabling druggists to compete with 
chains, the exchange also contem- 
plates cooperative advertising. 

The Waterbury Druggists Associa- 
tion has just announced plans for an 
extensive cooperative advertising 
program, using all three Waterbury 
daily newspapers and a weekly radio 
program. Thirty-inch space will be 
used in the American, Republican 
and Democrat once a week and the 
radio program will occupy a_ half- 
hour time each Sunday, from 1 to 
1:30 over Station WIXBS. While 
copy will feature low prices on popu- 
lar merchandise and seek to bring 
back patent medicine and toiletries 
sales, considerable emphasis will be 
placed on the professional training 
and integrity of druggists, according 
to William J. Dunphy, president of 
the association. 


Two Drug Organs 


Stamford drug store owners who 
are members of the Southwestern 
Connecticut Druggists’ Association 
have for more than a year been pub- 
lishing a small monthly magazine, 
“Your Druggist,” which is distrib- 
uted to patrons. The paper contains 
no advertising and is devoted en- 
tirely to material of an institutional 
nature, featuring professional as- 
pects of pharmacy. 

The Bridgeport Druggists Associa- 
tion recently entered the cooperative 
advertising field with a _ bi-weekly 
newspaper, the “Bridgeport Drug- 
gists Association News.” Twenty 
thousand copies of each issue are 
distributed by participating drug- 
gists, either across the counter or 
from house to house by messenger. 
The first two issues were in standard 
tabloid size, but recently the format 
was changed to 12x19 inches, eight 
pages. Considerable advertising of 
Bridgeport business firms is carried, 
in addition to a full page listing 
druggists who support the paper and 
urging that they be patronized by 
the public. 

Druggists of White Plains, N. Y., 
have used a large amount of cooper- 
ative copy in newspapers during the 
past two years, and organization of 
Cincinnati, Ohio, druggists to stage 
a newspaper campaign was reported 
recently in ADVERTISING AGE. 


“Criterion” Absorbs 


“Wines and Spirits” 
With the February issue, Mida’s 
Criterion absorbed Bowne’s Wines 
and Spirits. Horace I. Bowne, editor 
of the latter publication, will join 
the Criterion. 
The publisher of the combined 
paper is Gillette Publishing Com- 
pany, Chicago. 


Advertising in 
Movies Arouses 
English Protest 


New York, Feb. 21.—Vigorous and 
bitter protests are being made by 
English theater owners against in- 
clusion of “camouflaged” advertising 
in motion pictures, reports a dis- 


patch from Bruce Allan, London 
correspondent of Motion Picture 
Herald. 


An English-made film in which a 
tube of toothpaste was prominently 
displayed is being cited by a branch 
of the Cinematograph Exhibitors As- 
sociation as only an example of what 
English film fans may expect from 
future pictures. 

“Nowadays, instead of 300 feet of 
frank advertising material to be 
shown so many times a day at so 
much per three days,” Mr. Allan 
comments, “the exhibitor seems to 
face the prospect that blatant adver- 
tising may be slipped into British 
entertainment films on a scale far 
transcending that once charged 
against producers of American pic- 
tures.” 

The film which aroused criticism 
from the exhibitors’ association was 
a short picture interpreting char- 
acter from the shape of the mouth. 


“The commentator,’ Mr. Allan re- 
ports, “remarked in effect: ‘And 
talking of teeth, it is necessary to 
clean them regularly...’ and forth- 
with there followed a ‘tooth drill’ 
shot, with a huge labeled tube of 
paste. 

“There was a general gasp, fol- 
lowed by exclamations of disgust 
and contemptuous laughter. The 
patrons had been ‘had,’ and knew it. 
Though they did not know it, the 
exhibitor also had been ‘had’; he had 
paid for the film as entertainment. 
It is to be presumed that the pro- 
ducer also had been paid by the ad- 
vertiser.” 

English exhibitors have in the past 
detected camouflage advertising in 
“certain American films produced 
by a concern which also possessed 
radio interests,’ Mr. Allan asserts, 
“and it is a fact that these films 
very obviously dragged before the 
camera the trademark of any radio 
set which figured in a scene. It is 
however, a far step from practices 
of this sort, objectionable as they 
may be, to what is now apparently 
being attempted in England.” 


Callies Rejoins Conlon 


Charles H. Callies, former vice- 
president of Conlon Corporation, 
Chicago, maker of washing and iron- 
ing machines, has returned to the 
company as general sales manager, 
after an interval in the agency field 


Collamore Names 
Thomas H. Reese 


David Collamore & Co., New York, 
makers of glass and china, have ap- 
pointed Thomas.H. Reese & Co., Inc., 
New York, to handle their advertis- 
ing. 

Newspaper advertising of the com- 
pany’s reproductions of well-known 
patterns of china and crystal is now 
being released in New York, Pennsyl- 
vania, Michigan, and Massachusetts. 
Magazines are also being used. 


Barbey’s Appoints 


J. B. Gray for Beer 


Barbey’s, Inc., Reading, Pa., brewer 
of Sunshine beer, and controller of 
Vanity Silk Mills, Reading, has ap- 
pointed Jerome B. Gray & Co., Phila- 
delphia, to handle advertising of the 
beer account. 

Radio and newspaper advertising 
will be used in southern Pennsyl- 
vania. 


Montreal Laundries 
In Co-op Campaign 


Montreal laundry owners will 
launch a cooperative drive in March 
with a 13-week campaign in French 
and English newspapers, directed by 
Cockfield, Brown & Co. 

Chief sponsors of the drive are 
Toilet Laundries, Ltd.; Troy Laun- 
dry and Dyeing Company; New 
Method Washing, Ltd., and Jolicoeur 
Laundry, Ltd. 


Detroit. —2 


picked market 


over a year ago. 
assumed the leadership in recovery. 


Production 77% greater 


January’s production schedule was 279,000 units 
against 163,811 a year ago—an increase of 77°/9>—the 
highest January production since 1930. 
America’s fourth market, is truly the advertiser’s 
opportunity. 


Kis 


hand- 


Employment above normal 


Throughout January Detroit employment stood at 
101.4 (1923 to 1925 being taken as 100), 35 per cent 
The automobile industry has 


Detroit, 


Detroit News shows gains 


YOUR MEDIUM. 


The Detroit News 


THE HOME NEWSPAPER 


New York: I. A. KLEIN, INC. 


SUOCcecG | Advertising linage in The Detroit News during 
January showed a GAIN of 108,328 lines—A 

z GREATER INCREASE than both other Detroit 

2 newspapers combined. DETROIT IS YOUR 
MARKET AND THE NEWS SHOULD BE 


Chicago: J. E. LUTZ 
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U. S. CHEMIST 
WRITES VOLUME 
ON ADVERTISING 


Less Revolutionary Than 
Some of Colleagues 


New York, Feb. 21.—“The Popular 
Practice of Fraud,” published this 
week by Longmans, Green and 
Co., is a rather temperate recital 
of alleged sins of advertising, writ- 
ten for the expressed purpose of de- 
veloping consumer pressure to se- 
cure enactment of progressively 
more drastic federal laws to compel 
truth in advertising. 

The author, T. Swann Harding, a 
chemist by profession, has served 
the federal government many years 
in various scientific capacities. His 
only experience in private fields was 
in the operation of a commercial lab- 
oratory in Detroit for a short time. 
Since 1928 he has edited scientific 
and technical publications for the 
Department of Agriculture. 

Proceeding somewhat indulgently 
and humorously to call advertisers 
to account, Mr. Harding reveals his 
stand as a trifle to the left of liberal- 
ism. He takes pains to show his 
reader he is not a disciple of Messrs. 
Kallet and Schlink, going so far as 
to include an appendix nailing some 
of the grosser errors in “100,000,000 
Guinea Pigs.” 


Slow Pace Needed 


Human nature being what it is, Mr. 
Harding doubts that reform is at all 
possible and practical, unless car- 
ried out leisurely with frequent 
pauses for the education of con- 
sumer, advertiser and governmental 
agent. 

“An immediate regulation of 
frauds that would be entirely effec- 
tive would be impossible in this 
country,” says Mr. Harding. “Not 
only would certain producers and 
manufacturers protest, not only 
would Congress refuse even to con- 
sider, much less to pass legislation 
instituting it, but the masses of the 
people are, on the average, ill- 
equipped to support it.” 

Mr. Harding shakes his head dole- 
fully again and again when he con- 
siders the backwardness of the con- 
sumer. In one passage he remarks: 

“The average person is perplexed 
and even annoyed by technical de- 
tails, however simply and clearly ex- 
pressed, and has vague apprehen- 
sions about any selling catalog 
that tells the sober, unornamented 
truth about products and that sedu- 
lously avoids unwarranted self-lau- 
dation. He begins to imagine that 
this is a new sort of racket designed 
to put something over on him.” 

It is Mr. Harding’s belief that the 
end of advertising cannot be envis- 
foned, as it will be necessary even 
in the era of socialism toward which 
the world is slowly progressing. In 
this connection he comments: 

“The proper function of advertis- 
ing, as both the history and the ety- 
mology of the term suggest, is tc 
draw attention, to inform the pub- 
lic, on the one hand of wants, and 
on the other hand of offerings. 


Views of Advertising 


“Thus it announces where and 
how certain novel or perishable serv- 
ices or commodities may be ob- 
tained. So long as the goods and 
services are honest it is a social duty 
to announce their availability. But 
in this country worthless products 
are too often literally forced upon 
the gullible by conditioning them, 
through advertising, to believe in 
their value and to desire them.” 

Scattered through the bad exam- 
ples with which, “The Popular Prac- 
tice of Fraud,” ig filled. are a few 
mentions of advertising which the 
author considers socially desirable, 
pleasing, intelligent, and in advance 
of these times. For these reasons, as 
well as for the effectiveness of the 
copy, he admires the Seagram adver- 


Squibb’s fight on ignorant self-medi- 
cation and the extraordinarily suc- 
cessful campaign of the city of De- 
troit during 1933-34 to induce its 
taxpayers to pay up. 


Slomanson to Hazard 


A. J. Slomanson, until recently an 
account executive of Gotham Adver- 
tising Company, has joined Hazard 
Advertising Corporation, New York, 
in a similar capacity. Mr. Slomanson 
is the author of several books on ad- 
vertising. 


Miss Cone Dies 


Adeline Cone, 35, advertising 
writer for Country Life and Garden 
Club Magazine, died Feb. 10 of a 
heart attack at the home of her 
brother in Orange, N. J. 


Magazines Ist 
In Promotion 
For January 


Chicago, Feb. 21.—Magazines pub- 
lished more promotional copy in the 
six general advertising publications 
in January than any other advertis- 
ing classification, a tabulation re- 
leased today indicated. This is the 
first time in a number of months 
that they have taken the honors 
away from the newspapers. 

The total for the month was 231,- 
168 lines, an increase compared with 
December, but below November’s 
total. Of this volume, the magazines 


accounted for 76,580 lines, or 33.1 per 
cent of the total, while newspapers 
had 67,466 lines, 29.2 per cent of the 
aggregate volume. 

Other classifications were repre- 
sented as follows: business papers, 
22,540 lines; advertising production, 
14,826; advertising agencies, 12,096; 
radio, 10,192; paper, 6,888; farm 
papers, 4,788; outdoor, 2,730; signs 
and displays, 882. 

The publications on whose lineage 
figures the tabulation is based are 
as follows: 


Lines 
Advertising Age, (w.)........ 98,784 
Advertising & Selling (b. w.). 40,502 
PRT TAD ERD vcccccioves 51,450 
Printers’ Ink Monthly........ 11,368 
Sales Management (b. w.).... 16,212 
DORR GS Si vcivcinssscteees 12,852 


Herbert S. Gardner, Jr. 


Elects Agency Career 


Herbert S. Gardner, Jr., Princeton 
and M. I. T. graduate and formerly 
connected with W. T. Grant Com- 
pany, has joined the New York of- 
fice of Gardner Advertising Com- 
pany. 

All three sons of Herbert S. Gard- 
ner, Sr., chairman of the agency 
board, are now associated with the 
business. 


Cormier Joins WIP 


A. A. Cormier, for seven years 
general manager of station WOR, 
Newark, N. J., has been appointed 
vice-president and general manager 
of WIP, Philadelphia, succeeding 
Franklin Lamb, who has joined 
WINS, New York. 


fiction. 


tising that whisky is a luxury, 


Millions of 
women readers 


come into their own 


Beginning with the March issue of Country 
Gentleman, the millions of women and girls 
who read that magazine will see. . . 


COUNTRY GENTLEWOMAN— improved, enlarged, 
dressed up—a magazine within a magazine. 


Country Gentlewoman is introduced with a full 
color title page of striking beauty—followed by 
authoritative articles on fashions, entertaining 
and child care, cooking, gardening, beauty and 
interior decorating, all beautifully illustrated— 
and occupies 26 pages in Country Gentleman’s 
March issue, which also contains 17 pages of 


Thus will Country Gentlewoman intensify 
Country Gentlemen’s already remarkable appeal 
to the women in the best families in places under 
10,000, where 40% of all retail sales originate. It 
will also intensify the usefulness of Country 
Gentleman to food, cosmetic, household appli- 
ance, building material, wearing apparel and 
other advertisers who value responsiveness, buy- 
ing power and distribution of effort in proportion 
to sales opportunity. Eighty-six per cent of the 
1,500,000 families who read Country Gentleman 
own automobiles. Seventy per cent own homes. 


THE CURTIS PUBLISHING COMPANY, PHILADELPHIA, BOSTON, CHICAGO, 


For many years a surprisingly large percent- 
age of subscribers have been women—and for 
many years Country Gentleman’s pattern sales 
have exceeded 300,000 a year. 


The March issue also begins the expansion 
of many basic departments—such as live- 
stock, poultry, orchards and crops—which 
have had so much to do with building 
America’s Foremost Rural Magazine. 
Men, as well as women, will find it more 


interesting than ever. 


Here are men and women, Country 
Gentleman readers, who are ideal 
customers for everything from 
thread to threshing machines— 
and here is the leading medium 
through which to attract their 
attention and win their regard. 


If your product is one that 
most families can use or 
enjoy, Country Gentleman 


should be one of the 
first three magazines 
in your advertising 


CLEVELAND, DETROIT, NEW YORK, SAN FRANCISCO. 
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Potato Growers 
Tie With Chains 


New Hampshire potato growers, or- 
ganized as Agricultural Service, Inc., 
which has successfully supplied New 
Hampshire units of First National 
Stores direct, is now selling Great 
Atlantic & Pacific Company stores. 

The plan may be extended to other 
products soon. 


Holyoke Firms 
Shift Personnel 


Thomas W. Harrington, since 1926 
in charge of the New York office of 
the Crocker-McElwain Company, and 
Chemical Paper Mfg. Company, both 
of Holyoke, Mass., has been ap- 
pointed sales manager for the for- 
mer. He will be assisted by Hobart 
J. Shanley and J. Franklin Miles. 


Adds Ruben, Sterner 


Hillman-Shane Advertising Agency, 
Los Angeles, has appointed Alex 
Ruben as account executive and 
Charles Sterner, former art director 
of the Pedlar Agency, New York, to 
the art department. 


White Has New Truck 


White Motor Company, Cleveland, 
is offering a new streamlined Indiana 
truck, priced at $695. Volume de- 
livery of the first of 10,000 units to 
be built this year will start March 15. 


Carter Promoted 


Ralph L. Schmitt, formerly assist- 
ant advertising manager of Rice- 
Stix, St. Louis, Mo., manufacturing 
wholesaler, has been made advertis- 
ing manager. 


NEW METHOD OF 
MAKING PLATES 
IS DEVELOPED 


Color Work Is Improved by 
Cleveland House 


Cleveland, O., Feb. 21—An un- 
usual new method of making color 


process plates which is said to re- 


sult in important savings not only 
in the plate work itself but also in 
the preparation of copy, is now 
being shown to printers, engravers 
and advertisers by Meinograph 
Sales Corporation, affiliated with 
Universal Engraving and Colorplate 
Company here. 

The process in reality consists of 
two distinct operations, one dealing 
with preparation of the copy, and 
known as the Meinograph process, 
and the other dealing specifically 
with making of the color plates, 
known as the Meinotone process. 

In preparing copy for use in the 
Meinograph process, the start is 
made with an ordinary one-color 
negative of a photograph, or a wash 
drawing. This black and white il- 
lustration is retouched if necessary, 


Exce 


ptional 


THE PROSPECT OF 
PERENNIAL WHEAT 


Wheat that re-seeds itself year after 
year—wheat that stays in the soil 
the year round, preventing wind 
erosion—WHAT NEWS THAT IS to 
to rural communities—men and 
women alike! 


In one of the greatest news stories 
of all time, Niels E. Hansen tells 
readers of Country Gentleman of 
the almost miraculous strides per- 
ennial wheat has made in Russia. 


Think what that news means to 
rural families. It is the sort of news 
Country Gentleman families are 
used to finding in America’s Fore- 
most Rural Magazine.* No wonder 
women read it as well as the men. 


*If you are a corporation executive, we'll be 
glad to send you a copy. 


approved as to form, detail, and 
character, after which it is ready for 
use as the basic back piate. 

To prepare the copy for the added 
colors, a specially prepared sheet of 
celluloid is attached by hingeing to 
the front of the black and white 
copy, in such fashion that it is ab- 
solutely rigid but can be raised or 
lowered without changing its posi- 
tion. 

How Method Works 


Working on the celluloid, the 
artist applies his colors, and since 
the master black copy is visible 
through the celluloid sheet, when 
the colors have been completely ap- 
plied the subject has the appearance 
of a colored photograph. Special 
dyes are used in applying the color. 

With the color applied to the cel- 
luloid, the copy is ready for photo- 
graphing. The first step in the 
photographing process consists of 
swinging the celluloid hinge back 
and making a photograph of the 
basic black plate in routine fashion. 
A sheet of white paper is then in- 
serted over the black copy, and the 
celluloid flap containing the color 
is put back in place. 

Then halftone separation nega- 
tives are made in the orthodox man- 
ner for the red, yellow and blue 
plates. All four negatives are 
printed on copper and etched in the 
usual manner. 

As a result of this method, the fin- 
ished plates differ radically from 
ordinary color process plates, in that 
no blacks whatever appear in the 
color plates, and-no color whatever 
appears in the black plate. 

The black plate is a faithful re- 
production of the black and white 
copy, and complete in detail. The 
color plates are free of all interfer- 
ence from the black plate, and car- 
ry a printing surface only where 
the particular color in question 
shows on the hand-colored cellu- 
loid. 

Flader Gives Views 


In commenting on some of the ad- 
vantages of the process from the 
standpoint of the photo-engraver, 
Louis Flader, commissioner of the 
American Photo-Engravers Associa- 
tion, pointed out that it decreases 
the difficulty of making the black 
plate. “It is always difficult and at 
times impossible to filter out blacks 
from the other three colors,” he 
said. 

“The black plate is almost always 
too heavy and a great deal of time 
must be spent in reducing its tonal 
values. There is also too much 
black remaining in the other color 
plates and this must be reduced or 
removed through the expenditure of 
considerable time.” 

“There is another angle,” he con- 
tinued, “and this is important to 
both photo-engraver and printer. 
Meinotone plates are not as hard and 
sharp as ordinary color process 
plates since the yellow, red and 
blue plates carry very little detail 
and are etched for color only. The 
detail is supplied by the black 
plate.” 

Mr. Flader also pointed out that 
because there is a mass of detail on 
the black plate, and a minimum on 
the color plates, prints which are 
slightly out of register do not appear 
so jumbled as ordinary color plates 
which are not perfectly registered. 

The new process is by no means a 
substitute for standard four-color 
process work, however, Mr. Flader 
declares, pointing out that the pro- 
cess cannot be used successfully for 
reproducing all types of merchan- 
dise or for the reproduction of orig- 
inals that require absolute fac- 
simile results. 

The process and its application 
have already been demonstrated in 
Cleveland, Chicago, New York and 
Buffalo by A. T. Wickham, prest- 
dent of Meinograph Sales Corpora- 
tion, and is reported to have stirred 
up a considerable amount of interest 
in photo-engraving, printing and ad- 
vertising circles. 


Award Judges Named 


Judges for the Russel Rottger me- 
morial retail advertising award for 
the best newspaper campaign in In- 
dianapolis newspapers in 1935 are: 
Paul Richey, Russell M. Seeds Com- 
pany; Arthur Overbay, Typographic 
Service Company, Inc., and Robert M. 
Bowes, Bowes Seal Fast Company. 
The award is made by the Advertis- 
ing Club of Indianapolis. 
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INLAND PRESS 
RAPS, DEFENDS 
WARD CONTRACT 


‘No Coercion,’ Asserts Big 
Mail Order House 


Chicago, Ill., Feb. 21.—Strenuous 
objection to alleged “coercive” pres- 
sure by Montgomery Ward & Co. 
in connection with volume percent- 
age advertising contracts, was 
voiced by several publishers on the 
floor of the Inland Daily Press As- 
sociation’s convention here this 
week. 

The discussion followed on the 
heels of the report presented by J. 
S. Gray, publisher of the Monroe, 
Mich., News, chairman of Inland’s 
Chain Store Relations Committee. 
The report contained a denial by 
an official of Montgomery Ward & 
Co. that any “coercion” existed. 

As chairman of the committee, Mr. 
Gray recently queried Montgomery 
Ward & Co. and Sears, Roebuck & 


Co. for official statements in regard 
to volume percentage contracts, and 
for data on newspaper advertising 
expenditures in recent years. 

Under the terms of the percentage 
volume type of contract which the 
committee studied, a newspaper 
publisher is offered a contract by 
which he gives either a definite or 
unlimited amount of space, in re- 
turn for a percentage of the local 
chain store’s gross volume of busi- 
ness. 

Discussion following the report 
touched upon the advantages or dis- 
advantages accruing to publishers 
entering into such contracts, and the 
point as to whether publishers were 
“forced” to accept the contracts. 

The special contract was defended 
by several publishers, while others 
attacked such proposals as destruc- 
tive of publishers’ interests. No ac- 
tion was taken by the convention, 
in the form of a resolution or other- 
wise. The expressions of opinion 
presented at the convention were in- 
dividual reactions. 


Sears Spends $8,000,000 


For newspaper advertising in 1933, 
Sears, Roebuck & Co. spent $7,362,- 
346, G. W. Cunningham, general ad- 
vertising manager of the company, 
informed Mr. Gray this week. In 
1934, the expenditure for newspaper 
advertising rose to $8,000,000. The 


appropriation for 1935 is indefinite, 
but no decrease is expected, Mr. 
Cunningham revealed. Only a small 
portion of Sears advertising funds 
are spent in other mediums besides 
newspapers, it was stated. 

“It is the general policy of Sears, 
Roebuck & Co. to deal with publish- 
ers on the basis of straight payment 
for the space we occupy,” Mr. Cun- 
ningham wrote Mr. Gray, the latter 
stated. “There may be isolated ex- 
ceptions to such arrangements, but 
they do not represent the program 
which we follow. Our relationship 
with newspapers generally, is most 
cordial, and we appreciate the spirit 
of cooperation which exists between 
your field and our company.” 


Ward’s Favors Newspapers 


Montgomery Ward & Co. spent $3,- 
000,000 for newspaper advertising 
in 1934, and present plans are for 
some increase in the 1935 total, Mr. 
Gray was informed by the company. 

Eighty-five per cent of Ward’s ad- 
vertising appropriation is spent in 
newspapers, and 15 per cent in other 
mediums; this allocation will not be 
disturbed, it was stated. 

Montgomery Ward has no desire 
to break down the newspaper rate 
structure, A. G. Montgomery, of the 
company’s retail advertising depart- 
ment, told Mr. Gray. In respect to 
certain publishers’ complaints that 


AUTO EXPERT MARVELS AT NEW INDUSTRY 


K. T. Keller, general manager of Chrysler Motors (left), is given the 


and Walter Chrysler, Jr. (Story on Page 28 


inside dope on the air conditioning industry by Jack i (center) 


they have been compelled to choose 
between lineage losses and accept- 
ance of a volume percentage con- 
tract, “Mr. Montgomery insisted 


OLD TIMERS in the 
Classified Telephone Book 


“Where to Buy It” Service was introduced nationally in 1928. Here are 
some of the manufacturers who adopted it early .. . and still use it. 


Back in 1926 and ’27 “Where to Buy It” Service was just a 
good idea. In those days local advertisers reported exception- 
ally good results from the classified telephone book. But using 
it to identify dealers of nationally advertised brands was some- 


thing new. 


From the beginning “Where to Buy It” worked satisfactorily. 
Otherwise the old timers would not be using it now. It proved 
that proper identification of dealers results in increased sales 
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that it is not the policy of the com- 
pany to pursue any kind of coercive 
policy,” Mr, Gray stated. 

No such tactics were approved by 
the company’s central office, Mr. 
Gray was told. Mr. Montgomery ex- 
pressed his belief that in most cases 
the initiative in signing such con- 
tracts has come from the publisher. 
If a publisher feels that he is being 
forced to accept a volume percent- 
age contract, he may appeal direct 
to Mr. Montgomery, Mr. Gray was 
informed. 


Wants Improved Relationship 


Mr. Montgomery asserted that 
Montgomery Ward & Co. is making 
an effort to improve relations with 
newspaper publishers. 

R. J. Alander, in charge of Mont- 
gomery Ward retail advertising con- 
tracts, informed Mr. Gray a year ago 
that somewhat more than 20 of the 
volume percentage contracts had 
been made with publishers, but that 
he did not recall one that had been 
signed except at the suggestion of 
the publisher himself, Mr. Gray said. 

In concluding his report, Mr. 
Gray said he had often been asked 
his opinion of the special contract. 
He has replied that he believes such 
an arrangement, if offered to one 
advertiser, should be offered to all 
advertisers, but that he believes 
this type of contract is not prac- 
ticable. 

“Any arrangement of that kind is 
fundamentally wrong, since it makes 
the publisher assume the risks of 
another man’s business,” one pub- 
lisher declared, in the discussion 
following the report. Others as- 
serted that the contract has proven 
satisfactory. 


Ford Billings to 
WCAE, Pittsburgh 


Ford Billings, commercial man- 
ager of KSTP, St. Paul, and at one 
time director of WLW, Cincinnati, 
has been appointed general manager 
of WCAE, Pittsburgh, effective Feb. 
25. 

Mr. Billings was formerly station 
relations secretary of National Radio 
Advertising, Inc., and has been with 
WHK, Cleveland; WTIC, Hartford; 
WGR, Buffalo, and WSAI, Cincinnati. 


Botsford Re-elected 


David Botsford, president, Bots- 
ford, Constantine & Gardner, Inc., 
coast agency, has been re-elected a 
director of National Outdoor Adver- 
tising Bureau. H. S. Gardner, of the 
New York office of the same agency, 
was elected to the board of directors 
of the bureau. 


Crane Runs Contest 


“The Home Desirable,” home own- 
ers’ magazine of the Crane Company, 
is conducting a prize contest for be- 
fore and after photographs of plumb- 
ing and heating remodeling. “Home 
Desirable” offices are at 221 N. La- 
Salle St., Chicago. 


Castellini’s New Post 


Wn. A. A. Castellini, who has been 
with Brutton & Associates, Cincin- 
nati publicity agents, has been ap- 
pointed publicity manager of Philco 
Radio & Television Corporation, 
Philadelphia. 
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ADVERTISING AGE 


February 23, 1935 


Western Union 


Redesigns Its 
Holiday Blanks 


New York, Feb. 21.—The yellow 
blank, one of America’s most valu- 
able trademarks, has had its face 
lifted. This year for the first time 
Western Union has made beauty an 
attribute of the telegram. 

Norman Rockwell was commis- 
sioned to add his distinctive touch 
to the headings for Easter and 
Mother’s Day. The same beauty 
treatment is in store for the re- 
mainder of the special occasions for 
which Western Union issues special 
blanks and envelopes, such as Christ- 
mas and New Year, Father’s Day, 
Valentine’s Day, Tranksgiving and 
Jewish New Year. 

Norman Rockwell’s talent has 
added a new touch to the conven- 
tional motif of the telegraph blank 
headings. The Easter blank repre- 
sents a gnome encouraging a drowsy 
rabbit to color Easter eggs. Rock- 
well’s famous humanizing touch is 
also represented in the Mother’s 
Day heading. The new headings are 
in four colors and the envelopes to 
match are reproduced in two colors. 
About 5,000,000 special-occasion 
greetings are transmitted over West- 
ern Union lines in a year. 


Promoted by DeVilbiss 

W. F. Gradolph has been elected 
vice-president in charge of sales of 
The DeVilbiss Company, Toledo, O. 
He has been associated with the com- 
pany for 24 years. 


Joins Manning Studios 

C. H. Ackerman, formerly art di- 
rector of The Higbee Company, 
Cleveland, O., has joined The Man- 
ning Studios, Inc., of that city, as 
art director. 


OK Beer Signs 
Pending Ohio 
Change in Law 


Cincinnati, O., Feb. 21—Milton 8S. 
Cox, director of beer for the Ohio 
Liquor Control Commission, has ad- 
vised permit-holders to disregard 
that provision of the Ohio State 
liquor law which prohibits breweries 
from erecting signs on premises of 
permit-holders. 

Investigation by the State Liquor 
Board revealed that thousands of 
permit-holders throughout the state 
had violated the law by permitting 
large beer signs in their establish- 
ments. The board ordered the signs 
removed. 

“We are ordering the ruling sus- 
pended until the legislature does 
something about the law,” Mr. Cox 
said. “We have asked that no more 
signs be put up, but we are not ask- 
ing permit-holders who have them 
now to take them out.” 

A bill by State Senator Edward 
Waldvogel, Cincinnati, to repeal the 
no-sign provision is pending in the 
senate. 


Boasts Shortest Program 


The shortest complete radio pro- 
gram on the air, just 15 seconds long 
and containing music, singing and 
comedy, will be sponsored by Ameri- 
can Tobacco Company for Herbert 
Tareyton cigarettes, beginning in 
Philadelphia, Baltimore and Wash- 
ington, Feb. 25. Lawrence C. Gum- 
binner Advertising Agency, New 
York, is in charge. 


Stefan Enlarges Space 


Stefan, Inc., Milwaukee, window 
advertising service, has leased an ad- 
ditional 5,000 feet of floor space at 
500 N. Water St. 


A typical American Small Town—important cog in the machinery of distribution 


Grit Sells Merchandise in 
Rural Buying Centers 


Grit does a real circulation 
job in the small towns be- 
tween the urban centers— 
an exclusive job in many 
cases. 

Practically all of Grit’s 
circulation is delivered di- 
rectly into the homes of 
families living in small 
towns, and is paid for on 
delivery at five.cents a copy. 

This means that your ad- 
vertising goes to work on 
the families who see their 
local merchants (your deal- 
ers) most often, and who do 
not hesitate to tell the mer- 
chants what they want. 
These families establish 


buying trends in their indi- 
vidual communities that are 
followed by the adjacent 
rural population when it 
comes to town to buy. 

Because it is a general 
family publication, Grit 
naturally is read regularly 
in the homes of thousands 
of small town merchants, 
‘including your dealers. 
Thus your advertising, at 
no extra cost, becomes liter- 
ally “self - merchandising” 
when it appears in Grit. 

Use Garr to put real sell- 
ing pressure behind your 
goods in 16,000 Rural Buy- 
ing Centers. 


Member A. B. C. 


Eastern Representatives 
Guy 8. Osborn, Scolaro & Meeker, Inc. 
New York 


Now Reaching Over 500,000 


Western Representatives 
The John Budd Company 
Chicago-St. Louis 


Small Town Families Weekly 


Getting Personal 


Ed McSweeney, of the W. F. Hall Printing Company, has been call- 
ing on publishers and printers in England and France lately, combining 
instruction and entertainment in the characteristic McSweeney style... 


A. W. Shaw, former magazine publisher and still an active citizen 
of Chicago, entertained Herbert Hoover in the Western metropolis when 
the former president was in Chicago on his way to New York to become 
a director of the New York Life... 


Gustaf Jensen, product and advertising designer, spoke on stream- 
lining before the Milwaukee chapter of the A. S. M. E, recently, urging 
closer coordination between art and engineering. . . 


Grit is such an institution in Williamport, Pa., that when it started 
its new presses rolling recently, six hundred people, including many 
prominent townsmen, were on hand, Charles Lamade reported... 


Pete Fahrendorf, advertising director of Jewelers’ Circular, laughs 
at alleged records for continuous advertising, pointing out that his 
paper has carried L. & M. Kahn & Co., New York diamond merchants, 
continuously for sixty-six years. . . 


Anna J. Peterson, home service director of People’s Gas, and promi- 
nent in women’s advertising affairs in Chicago, is conducting a new 
column on food preparation in Movienews.. . 


Cc. G. Marshall, managing editor of United States News, sailed from 
New York recently to be gone four months on a trip around the 
world. .. Homer Tilton, advertising director of National Sportsman and 
Hunting and Fishing, is on his way to Bermuda to see what he can do 
to increase the popularity of skeet. . . 


Jerry Byrnes, hard-working publicity director of the Chicago Tribune, 
is on his way to Palm Beach, showing rare impartiality by traveling 
part of the way by train and the rest of the journey in his Packard... 


New York’s more expert ping-pong players are mustering courage 
to challenge Howard Ehrlich, McGraw-Hill electrical group head and 
a recent arrival from Chicago. He may be scouted outside of business 
hours on the studio floor of the McGraw-Hill Building, where the Elec- 
trical Trades ping-pong table, forwarded from Chicago, has been set 
a .. 


Before taking up his new duties at CBS about March 15, George 
Bijur will make a tour of the ski runs and jumps in New Hampshire and 
Canada... 


Herbert S. Gardner, chairman of the board of the Gardner Advertis- 
ing Company, sailed from San Francisco Friday on a world-circling tour 
to last three months. He will pay special attention to sightseeing in the 
Orient, which he is visiting for the first time, though he has made many 
trips abroad... 


Attending the weekly live pigeon shoot at the Philadelphia Gun 
Club as the guest of Eltinge Warner, publisher of Field € Stream, 
“Obie” Winters, E-W v. p., carried away all honors, including the auction 
pool and the silver plate. Among those he defeated was his host, who 
once won the Challenge Cup of France... 


Jim Tierney, assistant a. m. of the Texas Company, heads an in- 
formally-organized bureau of entertainment for visiting fire chiefs. In 
the course of an average month about 25 of them drop in at gasoline 
headquarters while on leave in New York. No matter what people think, 
Jim can report that visiting firemen are interested only in the Ed Wynn 
broadcast. . . 


Strictly for business reasons, J. Stirling Getchell is a near-commuter 
to Florida these days. This week he made two round trips... 


Sam Fuson (E-W) is considering traveling around the country on 
a bicycle. He was bumped up a bit in the Florida Special accident last 
week in which Charles Francis Coe’s yacht was involved. Two days 
later he narrowly escaped damage when his plane made a forced 
landing. . . 


D. A. Ross, of Ross Federal, is proudly exhibiting a gold button 
with which the city of Palm Beach rewarded him for landing a sailfish. 
The catch, measuring eight feet, one inch, was one of the largest this 
season. . . 


Ed Dunning, Ayer v. p., is basking in the admiration of fellow 
parishioners of the suburban church for whom he produced an amateur 
minstrel show of outstanding excellence in which he also starred. For 
the third successive year the entertainment netted a tidy sum for the 
church treasury. . . 


Bill Needham, of Needham & Grohmann, and the one other member 
of the first class in hotel management graduated at Cornell were ten- 
dered a dinner at the Cornell Club this week to mark the 10th anni- 
versary of their graduation. .. Others may smoke their fill of Corona 
Coronas but Frank S. Hutchins, Hutchins Advertising Company, Roches- 
ter, smokes a pipe. The rack on his office desk holds six fine models 
which he smokes in exact rotation... 


Edith Ellsworth, of the Philadelphia office of Roche, Williams & 
Cunnyngham, is relaxing under the tropical sun of the West Indies at 
this moment. Her cruise on the Kungsholm will take her as far as 
South America before she returns early in March. 


Mrs. Anna Steese Richardson, popular editor of Woman’s Home 
Companion, will have addressed nearly thirty advertising clubs before 
she returns to New York late in March from a swing around the coun- 
try. The New York Advertising Club will give her a birthday party 
April 4... 


James L. Free, president of Free & Sleininger, Inc., is an enthusias- 
tic apiarist (bee-keeper to you). He is spending the long winter eve- 
nings getting ready to play host to six colonies of bees at his Flossmoor 
home next summer... 


When Warren C. Platt, publisher of National Petroleum News, spoke 
before the Northwest Petroleum Association in Minneapolis recently on 
“The Jobber, Past, Present and Future,” the boys admitted that they 
knew their past, were sick of the present, and merely hoped for the 
future... 


Harold C. Keith, president of the Geo. E. Keith Company, Brockton 
shoe manufacturer, is visiting Europe on a combined business and 
pleasure trip. . . 


George A. Brandenburg, Chicago correspondent of Editor & Pub- 
lisher, appeared highly distracted while covering the Inland Daily con- 
vention Wednesday. It was learned he was also looking for news from 
a certain Chicago hospital. The first born—a boy—arrived soon after 
midnight Thursday: six pounds, 10 ounces. Friends are suggesting that 
the Brandenburgs call the baby George “Inland” Brandenburg. 


Jenkins to “Rotarian” 
Homer D. Jenkins, formerly with 
Criterion Service, Chicago office, has 
joined the advertising staff of The 
Rotarian, Chicago. 


@ Selling silk pajamas to 
young moderns for The 


HORIKOSHI CO., Chicago— 
New York. 


@ For the KRAFT PHENIX 
CHEESE CORP., Chicago. 


@ VELURE Hand Lotions—for 
the NEEDHAM,LOUIS & 
BRORBY advertising agency 
and the BAUER & BLACK CO. 


@ Clothing—for the SALEM N. 
BASKIN advertising agency and 
RICHMAN BROTHERS CLOTH- 
ING CO. 


Photographs like these compel at. 
tention and tell 3 convincing sales 
story. It's "“Taient plus Advertis- 
ing Sense." 


SHIGETA - WRIGHT 
154 EAST ERIE ST. 
SUPERIOR 6064-5 


CHICAGO 
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The _ A. GEORGE MILLER, 

- PHOTOGRAPHY, INC. 


— As long as newspapers 


_ 

’ 
p 

a 
ie 
2 


its 
- E 


are printed from stereotypes .. . 


and stereotypes are cast 


from matrices... 


and matrices are formed 


from electrotypes pel 


and electrotypes are 


made from wax melts ee 


... then halftones should measure 


‘ 
1000 in highlights. 
000 in middletones 


3 
1000 in shadows 


— 


Hi ti eae Oe tens Bigs 


We Guarantee Such Measurements 


COLLINS. MILLER & HUTCHINGS. 


INCORPORATED : ; 
717 SOUTH WELLS STREET * CHICAGO . 
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Mrs. Richardson 
in Chicago Feb. 28 


Anna Steese Richardson, director 
of the Good Citizenship Bureau of 
Woman’s Home Companion, will ad- 
dress a joint meeting of advertising 
organizations in Chicago Feb. 28, on 
“What Women Want in Advertising.” 


The luncheon 


cago. 


New Type Design 


William S. Gillies, Allied Advertis- 
ing Artists, Los Angeles, has created 
type design, Gillies Gothic, 
which has been put into production 
The new 
face was originally worked out as a 


a new 
by Bauer Type Foundry. 


basis for hand-lettering. 


is sponsored by the 
Women’s Advertising Club of Chi- 


Gathered at the speakers’ table at the Inland Daily Press Associa- 
tion's luncheon Feb. 20 in Chicago were, from left to right: Mrs. 
A. C. Nugent, Lincoln, Ill., “Courier; Linwood |. Noyes, Ironwood, 
Mich., "Globe," newly-elected president; Homer Guck, “Chicago 
Herald and Examiner"; W. G. McRoberts, Peoria; Elisha Hanson, 
A. N. P. A. counsel; Verne E. Joy, Centralia, Ill., "Evening Sentinel," 
retiring president; W. A. White, Emporia, Kans., ‘Gazette; Mrs. 


M. S. Shaw, Dixon, Ill., “Telegraph”; 


manager; Mrs. Z. H. 


L. B. Palmer, A. N. P. A. general 


Deming, Warren, O., "Tribune-Chronicle"; and 
S. E. Thomason, "Chicago Daily Times." 


Mr. Hanson's talk on "The 


Publishers, the Code, and the Government," which contained a vivid 

description of the fight made to preserve the freedom of the press, 

drew an ovation from the publishers present. The luncheon program 
marked a high spot of the Golden Anniversary convention. 


If you have any doubt as to 


the recognition given The 


bama Group newspapers, check 


your records for linage 
creases in 1934. 


Let the 1934 record be your 
guide as to what will come true 
The four Alabama 
Group newspapers are going to 
be "Bell Ringers" of 1935— 
papers which have the ability 
to go out and put your mes- 
sages where sales can be made. 


in 1935. 


Each paper in “The Group" 
now has a healthy circulation 
gain for you—at no extra cost. 
They are delivering your mes- 


Ala- 


to greater sales. 


is plenty of sales opportunity. 


schedule. 


The ALABAMA Group 
Mewspapers_ 


BIRMINGHAM, ALA. 
HEADQUARTERS 


NEWS, AGE-HERALD 


OBILE PRESS-REGISTER | 
* REPRESENTED BY KELLY. 


HUNTSVILLE 
TH COMPANY _& 


sages to more homes—and thus 
better enabling you to gain 
greater results from your sched- 


In covering Alabama, you 
can easily rely upon The Ala- 
bama Group as being the key 
They cover 
the markets you will want to 
give first consideration — the 
markets in which you know there 


Make no mistake for the bal- 
ance of 1935. Add—and keep 
The Alabama Group on your 


J 


YOUR NAME 
AND ADDRESS MERE 


Above reduced advertisement 
for Freeman Shoe Corpora- 
tion, Beloit, Wisconsin, was pre- 
pored by Faithorn Corporation. 


* 
Always the Finest 
at Faithorn 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all— 
just as you wish, but all 
are here, ready to serve 
you... Speed, economy 
and satisfaction assured. 


& 


THE EASIEST 
AND BEST WAY... 


to handle the production requirements 
of your advertising matter is to place 
your business with a concern that ren- 
ders a COMPLETE SERVICE in(1)Ad-Setting, 
(2) Engraving and (3) Printing —all 
under ONE ROOF ... We think in terms 
of results ... The shortest way ‘round 
is usually the best ... Why send cuts 
to one concern—typesetting to another 
many blocks away—and then give your 
printing to a firm even farther distant? 
You can cut your costs, eliminate worry 
and save TIME, TROUBLE and MONEY by 
having FAITHORN do the entire job .. . 
If you are interested in securing this 
kind of a saving, the time of times to 
use Faithorn certainly is Now...We 
will gladly show you samples. Try us! 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


FAITHORN CORPORATION 


Ad-Setters - Engravers - Printers 


504 Sherman St.,Chicago Phone Wab.7820 


INLAND PRESS 
ADVOCATES ONE 
CHARGE TO ALL 


(Continued from Page 2) 
Fred Naeter, Cape Girardeau, Mo., 
South East Missourian; O. S. War- 
den, Great Falls, Mont., Leader; 

Frank D. Throop, Lincoln, IIL, 
Star; G. B. Williams, Geneva, N. Y., 
Times; Norman D. Black, Fargo, 
N. D., Forum; R. L. Heminger, Find- 
lay, O., Republican; J. H. Bixby, 
Muskogee, Okla., Phoenix and Times- 
Democrat; E. J. Kahler, Sioux Falls, 
S. D., Argus Leader; F. J. Fitzpat- 
rick, Salt Lake City, Utah, Tribune- 
Telegram; 

Howard A. Quirt, Marshfield, Wis., 
News-Herald; Earl E. Hanway, Cas- 
per, Wyo., Tribune-Herald; and H. B. 
Burgoyne, St. Catharines, Ont., 
Standard, 


Get New Members 


Fourteen new members were an- 
nounced, making a total of 30 new 
members in the past year. The new 
members, and executives making the 
membership applications, are: 

E. M. Marvin, publisher, Beatrice, 
Nebr., Sun; J. E. Hanway, president, 
Casper, Wyo., Tribune-Herald; H. H. 
Horton, general manager, Okmulgee, 
Okla., Times; Mark Byers, publisher, 
Two Rivers, Wis., Reporter; Clifford 
G. Ferris, manager, Rhinelander, 
Wis., News; Albert Marshall, Jr., 
publisher, Berlin, Wis., Journal; D. 
A. McKenzie, publisher, Crookston, 
Minn., Times; Paul C. Siddall, man- 
ager, Alliance, O., Review; J. Earle 
Mavity, manager, Canton, im 
Ledger; E. S. Myers, publisher, 
Middletown, O., Journal; N. C. Peter- 
son, business manager, Dodge City, 
Kans., Globe; E. M. Hopkins, presi- 
dent, Fostoria, O., Review; E. F. 
Lusk, publisher, Rapid City, S. D., 
Journal; and H. K. Page, publisher, 
Baraboo, Wis., News-Republic. 


Denham Leaves Chilton 


Athel F. Denham, for eight years 
Detroit editorial representative of the 
Chilton trade papers, has resigned 
to start a technical advisory service 
for automobile manufacturers, with 
offices in the Lafayette Bldg., De- 
troit. He will also act as local rep- 
resentative of Motor. 


Contest for T ypists 


The Ribbonew Corporation of 
America, New York, is sponsoring a 
contest among secretaries, stenog- 
raphers and typists for the best 
essays on why they should use Rib- 
hbonew and Ribbonew type and platen 
cleaner. Prizes aggregate $25,000. 


Glass to Chevrolet 


W. E. Glass has resigned as man 
ager of the automobile advertising 
departments of the Louisville Cour- 
ier-Journal and Times, to become 
divisional manager for Chevrolet 
from Lexington, Ky. He is suc- 
ceeded by W. A. House. 


Schneider Directs Copy 


Charles A. Schneider, formerly 
president of the division of manu- 
facturers of the Cincinnati Cham- 
ber of Commerce, has been appoint- 
ed advertising manager of the 
Bruckman Company, Cincinnati 
brewer. 


New Business 
Indices Feature 
Chicago Daily 


Chicago, Feb. 21—The “Graphic 
Trends” page, a weekly composite 
picture of business and finance, was 
introduced to readers of the Chicago 
Journal of Commerce with the issue 
of Feb. 16. 

The new service consists of a se- 
ries of charts embracing the essen- 
tial facts bearing upon practically 
all the fundamental factors in the 
composite business picture. Graph 
lines reveal weekly developments in 
various fields over a period of sev- 
eral years up to the present time. 

The charts deal with movements 
in stocks and bonds, commodities, 
general business activity, and re- 
serve bank credit. Under the head- 
ing of general business activity, for 
instance, are six charts showing sta- 
tistics on steel ingot production, 
revenue freight car loadings, electric 
power production, weekly automo- 
bile production, building contracts 
awarded, and the Dun & Bradstreet 
weekly business index. 


Sources Are Given 


As a matter of record there is pub- 
lished full information as to the data 
contained in the charts, the source 
of and the period covered by the 
latest statistics. All of the charts 
have been prepared with an eye to 
simplicity and _ timeliness. The 
“Graphic Trends” page will appear 
each Saturday. The charts are be- 
ing compiled exclusively for the 
Journal of Commerce by J. D. Elsom, 
consulting engineer. 

Accompanying the charts is a ta- 


ble presenting the latest statistics 
available for the 17 factors covered 
by the charts. 


Indiana Paper Appoints 

Theis & Simpson Company, New 
York, has been appointed national 
advertising representative for the 
Connersville, Ind., News-Examiner, 
effective March 1. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


HELP WANTED 


ONE SMART MAN 
ONE SMART WOMAN 


Either or both of whom can 
“write” and/or layout a No. 1 
“roughs,” perhaps one to create radio 
continuity, can have an association 
in a fully recognized, long estab- 
lished advertising agency whose 
present compact idea and service 
personnel is going places. Write 
fully, giving age, experiences, and 
what you have to contribute to the 
services of an agency. Box 544, 
ADVERTISING AGE, New York. 


POSITION WANTED 


EXPERIENCED advertising, sales 
promotion and idea man, copy and 
publicity writer, fine record impor- 
tant companies and agencies. Good 
executive type for modest money. 
Seeks reliable connection New York 
area. Box 543, ADVERTISING AGE, 
New York. 


$52,806,893.73. 


Oe ee eee ss ewe 


——V—SEeeEe=Sewumm™EI 
72 Years in Business 


Li-FE INSURANCE COMPANY 


OF BOSTON. MASSACHUSETTS 


A mutual dividend-paying company 


$91,877,154.03 paid policyholders in 1934; 
more than one billion dollars paid since 
beginning business. 


Total insurance in force $3,473,967,189.00. 


Total admitted lassets $684,065,767.43; policy 
reserve $569,442,629.00; other liabilities 


Total Surplus Resources, $61,816,244.70, 
comprised of Contingency Reserve held 
for Asset Fluctuation $16,500,000.00 and 
General Surplus of $45,316,244.70. 
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OFFICIAL FOR GIN 


gave away their papers. Such a 
policy would soon destroy the value 
of all news because the public would 
be confused as to the authenticity 
of any news, whether broadcast or 
printed.” 

Mr. Harris disclosed that the de- 
partment stores to which he referred 
are in Boston and Pittsburgh. 

The first year of operation of the 
Press-Radio Bureau system was re- 
viewed by Mr. Harris. The New 
York bureau, established in March 
last year, and the Los Angeles bu- 
reau, set up a few weeks later, now 
serve about 250 radio stations. 

Mr. Harris pointed out that the 
present system is dependent upon 


time should one of the groups with- 
draw its support. Such action 
“might make it possible for all ra- 
dio stations to broadcast news al- 
most at will.” 

“A bill has been introduced to a 
state legislature which would per- 
mit radio stations to use the news 
from newspapers for broadcasting 
purposes without the consent of the 
newspapers or of the press associ- 
ations,” Mr. Harris continued. “If 
such a bill is passed and its consti- 
tutionality is upheld, newspapers of 
the United States will be seriously 
damaged by the destruction of their 
rights. 

“The Associated Press and United 


been challenged by the decision of 
Federal Judge Bowen vf the State 
of Washington. A few years ago 
the United States Supreme Court 
established definite property rights 
in the news.” 


Bijur Becomes CBS 


Promotion Head 


George Bijur, for the past two 
years with L. Bamberger & Co., 
Newark department store, as di- 
rector of publicity and sales, will 
join Columbia Broadcasting Com- 
pany, New York, March 15 or be- 
fore as director of sales promotion, 
it was announced this week by Paul 
W. Kesten, Columbia’s newly elect- 
ed executive vice-president whom 


bination of national and retail ad- 
vertising. Before joining the de- 
partment store, he was associated 
with Erwin, Wasey & Co. 


Death of E. H. Sharpe 


E. H. Sharpe, former editor of the 
Southern Pacific Company’s news 
bureau, died this week in Los An- 
geles. Mr. Sharpe was formerly with 
the Aviation Corporation of New 
York, and was public relations coun- 
sel of the California Brewers’ Asso- 
ciation. 


Roto Section for 


“Prairie Farmer” 
With its issue of Feb. 16, Prairie 
Farmer, Chicago, inaugurated a roto- 


the support of newspapers, press| Press have joined in a court action Mr. Bijur succeeds at the sales pro-| gravure section, to carry a limited 
== associations, and broadcasters, and|to preserve property rights of press motion post. amount of advertising. A rate card 
tics that it could be overthrown at any | associations in the news, which have Mr. Bijur’s experience is a com-|has been issued for this department. 
red 
Gin bottle designed by Liquor 
's Control Board of State of Wash- 
New ington. A curved back, crosswise 
onal indentations and sure grip are 
hing features. 
. 
Inland Opposes nnouncin 
ip of 
Sponsorship o 
| News Broadcasts 
S | 
ames Chicago, Ill., Feb. 21.—Sales of 
s 40 news by press associations to ad- 
rini- vertising sponsors for broadcast pur- 
poses was attacked yesterday by the 
Inland Daily Press Association, in 
a resolution urging continuation of 
ape the Press-Radio Bureau’ system 
through which news bulletins are , 
supplied to radio stations. Th Na . Ne We Hy 
can The association recommended that 2 ational CWS eekly or out, 
. 1 the Publishers’ National Radio Com- 
adio mittee maintain its present cooper- 
tion ative arrangement with broadcasting 
— interests, and that attempts be 
made to secure the cooperation of P ‘ 
oo all networks and independent broad- YOUNG AMERICA, “The National News Weekly for Youth,” will appear on 
and casters in the work of the Press- 
the Raie purses. newsstands and go into the mails on March 6. To the many advertisers to whom 
544, a ss terol of or 
Richmond, Ind., Palladium-Item, an ‘ z 
- chairman of the Publishers’ National 100,000 young people represent a valuable direct market, and a strong family 
Radio Committee, presented the re- : ; : 
ales pert of Tulnad’s PreseReme Ree sales force, YOUNG AMERICA offers a new and interesting sales opportunity. 
and tions Committee, of which he is also 
:por- chairman. ‘a 
‘ “Recently there has been a dis- : . 
a utinn decane.” we. Gane YOUNG AMERICA is crammed full of stories— 
Goctared. “Lares Geparimen eres hobbies—unusual cartoons and comic strips—inter- 
pon have purchased a news service from CHECK THESE POINTS comic ps—inter 


an anti-newspaper news agency, and 
they have broadcast this news serv- 
ice direct from their stores. The 
radio station has no control over 


views with famous people! The latest news in all 
fields that interest wide awake boys and girls—all 
illustrated in color. Contests, too, of the best sort. 


No Other Publication Offers Them All 


1 Sustained magazineinterestcom- 


oe aces. ee ee ee ee bined with the action of news- A few more of the thirty features in each issue 
: ue: 
tanete, is in the hands of the paper presentation. rty 


If radio stations are allowed to 
sell time for presenting advertising- 
sponsored news programs, they will 
destroy control over news and place 
the power to censor news in the 
hands of advertisers, Mr. Harris as- 
serted. 

“An identical situation would be 
found in the newspaper field, if news- 
papers sold news to the advertiser 
for editing and censorship and then 


2 30 exclusive weekly features. In the Air—On the Land—At Sea 


All-in-a-week—A News Column 

An Exciting Newspaper Serial 

The Book of the Week 

Sports Story by a Famous Athlete 

Late News Photos 

The World of Stamps 

Theatre—Movies—Art 

Interesting Things to Build—and 
15 other striking features, from pets and radio to cross- 
word puzzles and astronomy, will appear every week. 

ad 

The Publisher promises to make this publication the re- 
flection of the ideals of American Youth, to be trustworthy 


and fair in presenting the news, to be clean and- clear in 
writing, to be just and honest in every effort. 


3 Four-color Rotogravure. 


4 Color available in units as small 
as 200 lines. 


5 Full visibility of all advertising 
matter. 


6 No expensive plates necessary. 


RAPID’S CELEB. 
SE RIES! Foo Man- 


chew would do 


7 Only four weeks closing for 
four-color advertisements. 


8 100,000 guaranteed net paid cir- 
culation to wide-awake boys and 
girls. 


us an ad.) 


(Popularly known as Chinese dia- 
lect:) 


ae eee 9 Unusual circulation bonus. 


my frands, whan yo’ hear 
thees wan. Heh, heh, heh, heh, 
heh, heh, heh, heh! Rapeed 
Coppay ees now ex-pandeeng, 
addeng new equipmant—the 
reward of virtue! Heh, heh, 


heh, heh, heh, heh, heh, HEH! 


10 Circulation 95% in major met: 
ropolitan markets. 


ee em wee ee es ce ce ee ee ee ee ee ee ee ee ee ee ee 


For all branches 


| a =e l 

* ‘ To my Secretary: Clip this coupon to a letterhead and mail it to the i 
PHOTOSTATS JUST HAND THIS [=~ ETON PUBLISHING CORP., 32 East 57th Street, New York, | 

e TO YOUR SECRETARY N. Y., and have one of their representatives call on me at 

KAPID COPY SERVICE | seesssO'lOCk MERE. esseseeseeseseseeseeestesteseesescseesees | 
Mow Yorn { yonterbit 50000 Or have them send me a sample copy with rate card and other in- i 
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American Can Changes 
Sales Promotion Set-Up 


American Can Company, New 
York, has consolidated all sales pro- 
motion activities in one department 
under the direction of Don Mitchell, 
George Cobb, Jr., and Isabel Young. 

Under the new arrangement, Mr. 
Mitchell, formerly advertising man- 
ager, becomes sales promotion man- 
ager. Mr. Cobb will be directly re- 
sponsible for advertising, and Miss 
Young will continue as home eco- 
nomics director. 


Lock Drive Starts 


Dudley Lock Company, Chicago, is 
planning a campaign for a new pick- 
proof lock. Advertising will be 
handled by Reincke-Ellis-Younggreen 
& Finn, Inc., Chicago. 


Tool Maker Appoints 


Millers Falls Company, Greenfield, 
Mass., maker of Millers Falls and 
Goodell-Pratt tools, has placed its 
advertising account with Wm. B. 
Remington, Inc., Springfield, Mass. 


Plans Legal Weekly 


A weekly newspaper for the legal 
profession is planned by New Jersey 
Legal News, 30 Journal Square, 
Jersey City, N. J., which has filed 
incorporation papers. 


Miss Crane Changes 


Priscilla Crane, formerly secretary 
of Brewer & Warren, publishers, and 
head of their manufacturing depart- 
ment, has joined the New York staff 
of E. L. Hildreth & Co., Brattleboro, 
Vt., printers. 


Pick Hutchins 


Hutchins Advertising Company, 
Inc., Rochester, N. Y., has been ap- 
pointed to handle the advertising of 
Stylograph Corporation, Rochester, 
and Ferry Specialties, Inc., Evanston, 
Ill, 


Valentine to Fertig 


Christian Valentine, Jr., formerly 
with Federal Advertising Agency, 
New York, has joined Lawrence Fer- 
tig & Co., New York, as an art direc- 
tor. Stanley Dusek remains as chief 
art director. 


Name Lord & Thomas 


American Automobile Insurance 
Company, St. Louis, has appointed 
Lord & Thomas, Chicago, to handle 
its advertising. 


Paper Changes Name 


California Grape Grower, published 
in San Francisco by H. F. Stoll, has 
become Wines & Vines. The editorial 
policy of the publication has been 
expanded to include wine manufac- 
turing as well as grape-growing. 


Picks Witte & Burden 


Witte and Burden, Detroit adver- 
tising agency, has been awarded the 
advertising account of Detroit Lubri- 
cator Company, a division of Ameri- 
can Radiator Company. 


Export Directory Out 


The 1935 edition of the interna- 
tional export-import directory, Didot- 
Bottin, has been issued. U. S. head- 
quarters are at Vredenburgh Ken- 
nedy Company, New York. 


May I ash the Chief tn, too? Hei cuayy atout Vicke Baum 


We have discovered that readers practically never throw 
away their copies since Redbook began printing a $2.00 
book-length novel with every issue. There’s always someone 


waiting to read Redbook’s 


novel-of-the-month. Redbook 


passes out $24 extra in novels every year, free, you might 
say-—Hugh Walpole, Dashiell Hammett, Sir Philip Gibbs, 
and such. This month it’s the newest by “Grand Hotel” 
authoress Vicki Baum, her soon-to-be-published “Men Never 


Know.” See what this does for an advertiser. All this extra 
reading, this extra thumbing through Redbook, means your 
advertisement gets seen and seen again. Because Redbook 
is kept longer on the living-room table, your advertisement 
is in sight longer. And Redbook gives you a double audience 
for your advertisement—husbands and wives. Your adver- 
tising page to 725,000 families is only $1,740. 
REDBOOK—the magazine plus a book-length novel 


‘‘Hidden War’’ 
In Radio Held 
Only a Rumor 


New York, Feb. 21.—Hints in the 
theatrical press recently to the effect 
that control of programs is gradually 
being taken away from advertising 
agencies was tabbed. “baseless ru- 
mor” by executives of the two lead- 
ing networks. 

That there is a strong cooperative 
spirit shown toward agencies by the 
broadcasting companies was the 
chief statement made to refute the 
rumor. In the past year or so, there 
has been a strengthening of the ra- 
dio departments of some agencies, 
network men stated to ADVERTISING 
AGE, and there is a disposition on 
the part of agency heads to employ 
men developed in the program de- 
partments of broadcasting compa- 
nies. 

It is admitted that there is a 
greater demand than ever for real 
ideas in radio broadcasting. This 
has become evident in the past few 
months. Before that, an agency 
needed only to bring some client and 
Broadway celebrity together and 
they had a program. Not so now; 
Broadway has been fully covered by 
radio talent seekers. Improvement 
in programs must come from new 
ideas, it is conceded. 


Cooperation Needed 


To find the ideas calls for cooper- 
ation of program departments of ra- 
dio organizations and agents of the 
advertiser. There has been consid- 
erable interlocking of efforts be- 
tween the personnel of these groups, 
and this is not likely to be lessened. 

Competition between agencies and 
networks for new radio clients is 
something which happens only occa- 
sionally, broadcasters say. 

Programs have frequently been 
started as sustaining and when a 
sponsor is found, his agency as- 
sumes charge and no credit for or- 
iginating and producing the broad- 
cast is claimed by the networks, it 
was pointed out, at one of the chain 
offices. However, the networks are 
primarily interested in sale of time, 
this network indicated. 


Names ry B. Williams 


The American Osteopathic Asso- 
ciation has appointed Lawrence B. 
Williams as Eastern advertising 
manager, representing the Journal of 
the American Osteopathic Associa- 
tion, Forum of Osteopathy, and 
Osteopathic Magazine. Mr. Williams’ 
offices are at 11 W. 42nd St., New 
York, telephone Pennsylvania 6-1949. 


Clubs Broadcast 


Many local advertising clubs affili- 
ated with the Advertising Federation 
of America, will broadcast a series 
of 15-minute weekly radio programs. 
“Short Talks on Advertising,” pre- 
pared by Alfred T. Falk, AFA educa- 
tional and research director, will be 
given. 


Furgason Joins Rep 


Gene Furgason, formerly with 
KTSA, San Antonio, Texas, KNOW, 
Austin, and KPRC, Houston, has 
joined Greig, Blair & Spight, Inc., 
Chicago radio station representa- 
tive. He will devote his time to 
Southwest Broadcasting System. 


Vinnedge Picks Agency 


Vinnedge Company, coffee, sauce 
and condiment packer, Ft. Worth, 
Tex., has placed its advertising with 
the Advertising - Business Company, 
Ft. Worth. 
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PRIZE WINNER 


HOFFMAN 
yy) hen 4 


Bottle of Hoffman Beverage Com- 

pany, Newark, N. J., called best 

aoe of 1934 by American 

Management Association. BBD&O 
is the company's agency. 


Dailies Fight 
P.O. Delivery 
Of Circulars 


Chicago, Feb. 21.—Cancellation of 
the recent order permitting blanket 
delivery of circular advertising mat- 
ter in cities was requested of the 
Post Office Department in a resolu- 
tion adopted Tuesday at the Inland 
Daily Press Association convention. 

The resolution, introduced by R. L. 
Heminger, chairman of the Associa- 
tion’s Postal Affairs committee, 
said: 

“Whereas the United States post 
office has seen fit to promulgate a 
new regulation known as Postal 
Order No. 6339, dated Oct. 12, 1934, 
permitting delivery of non-addressed 
circular advertising matter in cities 
and, 

“Whereas, the department further 
is going to the extent of actually 
urging patrons, by use of posters in 
post office lobbies, to make use of 
this new order and privilege, and, 

“Whereas, we are convinced that 
such order operates to the detriment 
and injury of the advertising busi- 
ness as a whole in a manner which 
is unjustified and uncalled for, with 
resultant harmful effects even to the 
government itself, now therefore, 
be it 


Protest Against Order 


“Resolved, that the Inland Daily 
Press Association does hereby pro- 
test against said order and respect- 
fully asks the post office department 
to reconsider its action in promul- 
gating the order, as well as its policy 
of actively promoting its use.” 

Elisha Hanson, counsel of the 
American Newspaper Publishers As- 
sociation, and counsel of the Code 
Authority of the Daily Newspaper 
Publishing Business, sharply criti- 
cized the new regulation in one 
part of an address which he made 
at the association’s luncheon meet- 
ing yesterday, on “The Publishers, 
the Code, and the Government.” 

“The government is now making 
an attempt to increase the business 
of direct-mail advertisers at your 
expense,” Mr. Hanson told the pub- 
lishers. “The government has no 
right to extend favors to one busi- 
ness at the expense of another.” 

As a result of protests made by 
the A. N. P. A., the Post Office De- 
partment has requested a committee 
of publishers to come to Washing: 
ton to discuss the regulation, Mr. 
Hanson said. . Later he revealed to 
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ADVERTISING AGE that the request 
came from C. B. Eilenberger, third 
assistant Postmaster General, and 
that James G. Stahlman, publisher 
of the Nashville Banner, and chair- 
man of the A. N. P. A. postal com- 
mittee, and other members of the 
committee, will confer with the de- 
partment official. 


Jeffrey Promoted 


Walter L. Jeffrey, for five years in 
the sales promotion department of 
Kelvinator Corporation, has been 
named manager of the advertising 
and sales promotion department’s 
newly formed operations division. 


Potato Drive Approved 


The Ingram bill, providing for an 
appropriation of $6,000 to advertise 
Wisconsin potatoes, has been pre- 
sented in the state senate. 


Linweave Elects at 


New York Meeting 


A. W. Leslie was elected president; 
J. L. Wells, vice-president; and J. H. 
Brewer, secretary-treasurer of the 
Linweave Association at its annual 
meeting at the Waldorf-Astoria Ho- 
tel, New York. 

E. Craig Greiner, N. W. Ayer & 
Son, Boston, presented a program of 
magazine advertising of Linweave 
wedding papers. During the past 
year, quality lines were in greater 
demand, making up much of the 20 
per cent gain in Linweave sales. 


Makes New Pictures 


Thompson, Foote and Bowdoin, 
Boston, have completed a sound slide 
film, “Back the Winner,” for Car- 
ter’s Ink Company, Cambridge, Mass., 
and “The Road Back” for the Bos- 
ton Emergency Relief Campaign of 
1935. 


Keystone Associates 
Under New Name 


Keystone Associates, Inc., Boston 
agency, will henceforth be known as 
Peel, Denton, Palmer & Hanscom, 
Inc. Dean Winslow Hanscom has 
been elected a director of the new 
firm. 

New clients of the agency include 
Portia Law School, Boston; Malacca 
Plastic and Liquid Rubbers, Stough- 
ton, Mass.; Nelson & Blackmur, gen- 
eral insurance agency, Boston; Al- 
bert H. Curtis & Co., general agents, 
New England Mutual Life Insurance 
Company. 


Bryant Names FSR 


The New York office of Fuller & 
Smith & Ross has been appointed to 
handle the advertising of Bryant 
Electric Company, Bridgeport, Conn., 
manufacturer of electrical wiring 
devices. 


Jerome B. Gray & Co. 
Open New York Office 


Jerome B. Gray & Co., Philadel- 
phia, have opened a New York office 
at 580 Fifth Ave. Averell Broughton, 
tormerly account executive and as- 
sistant vice-president of Edwin Bird 
Wilson, Inc., is in charge. 

New accounts of the Gray agency 
include the Empire Trust Company, 
New York, using newspapers; Hotel 
Vendig, Philadelphia, newspapers 
and direct mail; First Credit Cor- 
poration, Philadelphia, offering a new 
automobile finance plan, using news- 
papers. 


Haight Moves 


Douglas H. Haight, for 13 years 
Eastern sales manager of Rand Mc- 
Nally & Co., has joined the Matthews- 
Northrup Works division of the J. 
W. Clement Company, New York, in 
charge of map sales. 


R. J. REYNOLDS TOBACCO COMPANY PAID MILLIONS 
TO KENTUCKY PLANTERS THIS YEAR ... 


@ when morning dawns upon the Bluegrass, The 
Courier-Journal is favorite at the breakfast tables 


@ and The Louisville Times completes the coverage 


at Sundown. 


an E nglishman 


. . So, CAMEL CIGARETTES 


are giving Kentucky 


buying power “a lift” 


© When you are tired and “get a lift” with an exhilarating 
and fragrant inhale from a CAMEL, remember that at the 
same moment millions of tired people the nation over are 
lighting America’s favorite cigarette. And this cigarette 
enjoyment brings millions of “buying or trading dollars” 
to Kentucky year in and year out, during all seasons and 
conditions. And the nation’s cigarette enjoyment brings 
millions of ‘buying and trading dollars” to make Kentucky 
your best market, year in and year out. Tobacco is a big 
money crop, and it circulates the dollars. So, here in 
Kentucky, where everybody has some money, your adver- 
tising will move your merchandise quickly and in satisfying 
volume from the shelves of your retail outlets into the 
hands of prosperous consumers. And your advertising 
appropriation will be covering this mass Kentucky market 


at lowest per line cost through its two 


that— 


has his tea at four, 
-®BUT YOU “GET A LIFT” 


great newspapers. When consider- 
ing newspaper schedules, remember 


_ REPRESENTED NATIONALLY BY THE BRANHAM COMPANY ee 


THE COURIER-JOURNAL * THE LOUISVILLE TIMES 


© Give You Coverage Without Competition From Dawn to Dusk® 
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OPENS THE 


/ 


ONG FAMED for the excellence of her printing, “The oe 


Lapy of Oregon'’—better known to you as The Oregonian, 
favorite newspaper of the Pacific Northwest — continues to set 
the pace in color advertising. 

Quite in keeping with the smart new costume she has adopted 
for herself, in a general program of modernization of her pages, 
The6e* apy of Oregon has improved and enlarged her facilities 
for perfect reproduction of advertisers’ color plates. 

Whatever your space requirements, or position preferences, 
your needs will be expertly filled in this outstanding color 
medium of the Pacific Northwest. 

Standard pages in the Sunday Magazine—and it’s a truly North- 
west Magazine, by the way, packed with sparkling Northwest 
features—and standard and tabloid pages in the two big Sunday 
comic sections, wherein caper the nation’s star comic characters— 
are all available to the advertiser who wishes to put extra sales 
punch into his newspaper advertising. 


he 


Advertisers cheer Then Lavy of 
Oregon's quickened eye for color, her 
deft handling of color advertising. 
During 1934 they used eleven times 
or 1000% more color advertising in 
The Sunday Oregonian, than was 
published by the second Sunday paper. 
(139,068 lines as compared to 11,874 
lines.*) 
* * . + 

Keep up with this sales parade 
of color Grow more sales for your 
products while The @&# tapy of 
Oregon grows ever more colorful, 
ever younger and younger. Make sure 
The Oregonian is on your media list. 


* Media Records. 


ORE GONUTAWN 


' PORTLAND, OREGON 


National Representatives: VERREE & CONKLIN, INC., New York, Chicago, Detroit, San Francisco 
a National Color Representatives: ASSOCIATED NEWSPAPER COLOR, INC., San Francisco, Los Angeles, New York, Chicago, Detroit, Cleveland 
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PHOTOGRAPHIC _|sarsiRAREiG | 
REVIEW OF THE 


FIGHT SUDDEN DEATH IN EASTERN OUTDOOR CAMPAIGN 


Y CAMPAIGN 


Conducted By 


NEW YORK GI 


TY POL 
Lewis J. DEPARTMENT 


ntine 4Mmissioner 


* 


FIRST COPY ON GOLD DECISION oe B wna 


have | done 


GREEN LIGHTS 


= See 72 2 re : nae 2 Pena oh =: 
One of the key logs in America’s economic jam is ae ae gs ol je en are ee, : Fate 
now freed by the Supreme Court decision on the gold Ria” 1S Baby CS... - vasa Wek 
ctouse. Colonial Beacon Oil Company and General Outdoor Advertising Company have collaborated in a 
With this decision, corporations may. now proceed safety campaign now running in New York, with the National Bureau of Casualty and Surety Under- 
with constructive plans to meet their financing and re- writers acting as coordinator. Photo shows Commissioner L. J. Valentine (right) congratulating Hayden 
funding needs. The Wall Street Journal estimates the Hayden, poster artist, on his work. 


corporate financing which has been held up awaiting 
this decision as half a billion dollars. 


This decision and the statement of Joseph P. Kennedy, BEAUTY SIGN WOMAN STARS IN BRAND NEW FIELD 


chairman of the Securities and Exchange Commission, 
that corporate financing may now be done “LEGALLY, 
PLEASANTLY AND INEXPENSIVELY,” we regard as 
green lights for corporate financing plans. 


We take this means, therefore, of offering our services 
as security underwriters and distributors to corpora- 
tions in this territory. 


THE FIRST CLEVELAND 
CORPORATION 


700 National City Bank Building, Cleveland 
Telephone PRospect 1571 


JOSEPH R. KRAUS SELDEN E. KLINE 
Chairman President 
Cincinnati Columbus Akron Toledo 


Originally designed for display, 


this unit has been so popular that 


One 


it has been adopted as the official 
This copy, held by Cleveland newspapers, was released by Edgar insignia to identify Nestle dealers. 
Howard Agency, of that city, in time to make the same editions It was produced by Kay Displays, 
which carried the news of the Supreme Court's verdict. Inc. 


WRIGLEY GIRL CATCHES EYE OF EDITOR 


Gertrude L. Swanson, of Kansas City, receiving "Climateer's Pin" 
from Arthur C. Roy, advertising manager, air conditioning depart- 
ment, General Electric Company, for making her 1934 sales quota. 
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of the advertising illustrations reproduced by the Clicago Tribune. It was made by Gilbert B. 
Seehausen for the Wm. Wrigley,, Jr., Company. (Story on Page 7.) 
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